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EVERFLEX 
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NURON 
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C L0’S LARGEST TANWERS 
of PATENT | LEATHER 
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symphony pink 


patent leather 
goes to a party 


COLONIAL TANNING C as In C BOSTON 3% iia 
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Tops Again for '57 


/|-in-one-shoe 
can be worn 4 ways 
Pump © Strap © Ornament or Lace 
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AS PUMP 









A CAPITAL ASSET 
IN ANY STORE 






40333 
WITH STRAP 







WITH LACE 


A New Dress Pump 
that will delight children 
of All Ages 


The 4 Way Shoe 


IN STOCK 4 WAYS 


GVite: © ian 

6% fet .....:; ABCD 
IZ Ww .F ....A:. ABCD 
a WG ........ 
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A BIG IN-STOCK THAT ‘DELIVERS’ 
A COMPLETE LINE OF WOMEN’S SHOES 


sports - casual + dress % + walking + novelty 
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TAN-ART 
SUEDE KID 











everybody’s 
. wondering 
: how to do it... 
1 and 
' SUEDE is the 
} easy solution! 


EXTRA PAIRAGE with increased profits and dol- 
lar volume is the challenge to shoe merchan- 
disers; the difference between holding-on or 


going way ahead. 
SUEDE promotions all through next Autumn can 
bring the greatly-needed extra pairage. 
SUEDE has a greatly-increased fashion value. 
TAN-ART SUEDE KID is more luxurious than ever 
in texture; vivid in coloring...sure to be in 


the leading high-fashion lines. 


TAN-ART CO., INC. divisionof G. LEVOR & CO., INC. 
Gloversville, N. Y. Tanners since 1876 
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FLORSHEIM 
Genuine Imported S | L K 






LIGHTER...COOLER LONG ON WEAR! 






Left: The Darsy, 63601; 
three-eyelet turned front blucher 
in tobacco brown calf and silk. 


Center: The Darsy, 62601; ; 

Silk in shoes was unheard of ’til Florsheim pioneered 
three-eyelet turned front blucher 
in black calf and gray silk. 


this new material—now it’s Lops 
: ; across the nation! Smart, because it blends so well 
Right: The Darsy, 63602; 
three-eyelet turned front blucher 
in tan calf and tan silk. and wearable as \eather—right up through early Fall! 


Yes! The new look is a silken look 


with silk-textured fabrics...light, cool, easy to clean... 


and the finest in silk shoes are Florsheims! 
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NEOLITE SOLES 


...the perfect combination for 






































Perfect selling combination on Perfect selling 


MEN’S SHOES CHILDREN’S 











Shoes look better, walk better, wear help shoes keep their smart, trim New Crown NEOLITE Soles are the long- 
better—and se// better—when the soles lines far longer. And Ne&oLiTe Heels are est-wearing soles ever made for chil- 
and heels are NeoLite. Today's new known everywhere as the premium of dren’s shoes—give twice the wear of 
Crown NeoLtite Soles give long, eco all heels . . . the finest heels made for ordinary soling materials. That means, 
nomical wear plus lightness and flexi men’s shoes. They're comfortable, wear for example, that on your strap cement 
bility that make them comfortable from far longer and more evenly, give lasting shoes where you might use a 7 iron, you 
the first step. They're damp-proof, too satisfaction every time. may now use a 5S or 6 tron Crown 











No matter what type or style of shoes you make a lot to be able to say to customers, “‘These shoes 
or sell—for men, for women or for children—there’s have the very finest quality soles and heels—genuine 
a NEOLITE Sole and Heel combination that makes NEOLITE made only by Goodyear!” 
them better-looking, better-wearing and therefore It will pay you well to ask your Goodyear Repre- 
better-selling shoes! sentative for all the facts about the many Goodyear 

When you feature well-known Goodyear prod- and NEOLITE products that can be used on your lines. 
ucts such as those shown above, you automatically Or, write to Goodyear, Shoe Products Division, 
give shoes an extra competitive advantage. It means Akron 16, Ohio 

* i 
NEOLITE so.Les! HEELS 
” - | 
we f, AN ELA MER RESIN BLEN ~ ne YEAR TIRE & RUBBER MPANY, AKRON, OHIO 
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and HEELS 


every type 


of shoe! 
































combination on 


SHOES 


NEOLITE Sole and still get longer wear, 
while improving lightness and flexibility 
and retaining the desired silhouette. 


Add to all this the long, even wear of 


NEOLITE JR. Heels for children’s shoes 
and you have a selling combination 
that can’t be equaled! 





Perfect selling combination on 


WOMEN’S SHOES 


No wonder new Crown NEOLITE Soles 
are featured on so many leading brands 
of high-style shoes today! They not 
only add smartness to the shoes to 
begin with, but help them retain their 
graceful lines far longer. These light- 


as-a-whisper soles are also available in 


fashion’s leading colors. And for to 
day’s stiletto-type heels, nothing com 
pares with Crown Neouiteé Toplifting 

the longest-wearing ever made. It won't 
spread, fray or shift—is the perfect top 
lifting for the tiny heels on today’s 


finest and most graceful-looking shoes 








When they’re paired-up* 
they step-up sales! 


TOPLIFTING 
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ONLY BY 








GOOD, YEAR 

















MATCH THE MODE WITH 


LEATHER-COVERED 


Cross-straps of leather 
covered SHUGOR 


( leverly arranged give 








essential fitting to this 





high style shoe Note 








vamp throat strap also 





of leather-covered 


SHUGOR 

















A strapvinsert of leather 
covered SHUGOR con 


tinues_ the down sweep 








effect in this Spring 





fashion 





SHUGOR becomes even more versatile 








when leather covered to match upper 
leather in color and finish. High styling 
takes on new freshness and better fit-a-bility 
with this smart version of SHUGOR 
























(srecian simplicity in a 





high style model that 1s 


held to the foot by a TAYLORED -TO-FIT® 





back-strap of leather 


covered SHUGOR THOMAS TAYLOR & SONS 


Copr. 1957 Thomas Taylor & Sons HUDSON MASSACHUSETTS 
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What do shoe retailers and lepidopterists have in common? 


Lepidopterists are collectors of butterflies —and shoe retailers are collectors 

too! The smartest ones look for a collection featuring BIG-VOLUME SELLERS — and 
ENNA Jerrick has it for them. The ENNA Jerrick line abounds in big-volume 
sellers. And what’s more they're all priced in one of the biggest volume-selling price 
ranges. Dealers can have a field day selling these shoes. They’re not only styled 

for big volume, but they're available in EeNNA Jerricks wide range of sizes and 
widths. Added to this is the selling power of ENNA Jetricks famous brand 

name and its tremendous following of ready-made customers 


If you're looking for a way to collect bigger profits, you ll find it in ENNA JeTTICK 


mn sJottiole 


The Shoes You Love To Live In 


$Q% : $ 10” 


Some Styles $11.95 
DUNN AND McCARTHY, INC., Auburn, N.Y. 
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IN-STOCK SERVICE 
RIGHT AT YOUR DOOR! 


WE have a complete line from tots to teens 
with the fastest in-stock service in the 
shoe business — orders received today are 
SHIPPED TODAY! We can replace FAST- 
EST SELLING numbers immediately. That 
means more sales and profit dollars for you, 
Mr. Retailer! 

Write us for franchise for your city. Our sales 


man will call with our complete sample line and 


vromotional plan. 








See us at the PPSSA 
Hotel Sheraton-McAlpin, N.Y.C. 
Rooms 506-7-8 and 510 








AMERICAN JUNIORS SHOE 


ONE ISLAND STREET, LAWRENCE, MASS. 


Division. Consolidated Notional Shoe Corp 
























suggested retail for most styles 


AS 95 
$5 »0 ™ 56 IS 


A few styles slightly higher 


CO., INCE 


Nationally Advertise d 








( 


iP BE 6 1900" 
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Fire up your family trade with 


sall 


ArIm 


THERMO-LITE 
TOURRAINE 

















wv 














Mama may be a cool customer—but she 
thaws out in a hurry when she slips into 
toasty-warm Red Ball Thermo-lites. 

They’re the only genuine insulated 
Thermo-lites—often copied, but never 
equalled. And there’s a choice of snug styles 
for Mama and all her little fledglings. 

Your Ball-Band salesman will be around 
soon with the sizzling details on Red Ball 
insulated footwear. Wait for his call! Find 
out how you can kindle more family traffic 
with famous Red Ball warmth. 


Write, wire or phone 
Dept. C for FREE merchandising aids. 


Red Ball 


> 










Footwear 


By BALL-BAND, Mishawaka, ind. 
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The Box that PROTECTS 
your full profit 


with FRANCHISED SELLING 
that delivers Volume too... 





& In all of juvenile footwear you'll find no greater opportunity than that offered by CHILD LIFE to 
the independent dealer. 


Here are children’s shoes that are priced in brackets most families can afford, 
to give you volume. 





Here are shoes that you can sell because they have important points of differ- 
ence that add to your reputation for value. 





Here are shoes that are quality made to back up your name and build repeat 
business. 





Here are shoes that are yours alone in your trading area, in effect your own 


private label, to give you prestige. 


In a phrase, here are shoes that take you away from the low profit margin of the dog-eat-dog lines, 
and set you up as a merchandiser — which is the basic reason why you’re in business for yourself. 
So, if this line of reasoning appeals to your good judgment — as it has to hundreds of other inde- 
pendents from coast-to-coast — a call or letter from you will receive a prompt reply. Of course if 
there’s a CHILD LIFE dealer near you now — it’s already too late to investigate. 


HERBST SHOE MANUFACTURING CO., Milwaukee 45, Wis. 


New York Office — 557 Marbridge Building, New York 17, N. Y. 
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SHORT CUT TO A CHUCKLE VAISEY-BRISTOL 


NEWS , RS 
q “A 


OUR NEW FALL LINES 
Ready to Show! Ready to Go! 


JUMPING "UACKS” 


Little shoes for BIG BUSINESS! The 
famous and patented shoes with the cylin- 
drical one-piece sole and heel. 


JUNIORS 


Newest styles for little tots in a more 
flexible conventional shoe. 





These are busy days and everyone welcomes short 


cuts that will do the job effectively and, at the 
same time, cut out the persiflage. SENIORS 


Leslie Gould, Financial Editor of the NEW An extended line of kid-tested styles that 


YORK JOURNAL AMERICAN, took time out are all the go in the young set. 


from his “watchful coverage of the nation’s busi- 


ness front” to come up with a “short course in he 
i, am 


big business English” that should give a few — ; 
Ire ‘ ‘ > > va 

chuckles. Pretty and profitable Perfection fit in 
dress-up shoes for little girls. 


Add these to your lexicon: 
“A Policy-—-Common substitute for good judgment. 


“A Calculated Risk Crap shooting on a corporate level. 





Comparatively new but already 
well accepted in a trend-setting 
array of new colors and new leathers. 


“Well-Rounded Program—An excuse for running off in 
all directions. 


“An Attitude for Watchful Waiting Dignified way of 
doing nothing. 


“Take Forceful Action——Do something which should have See them at the 


been done a long while ago. 
Shoe Show nearest you... 


St. Louis, April 27-30 
St. Paul, April 27-May 1 


“Taking a Long, Hard Look—A cover-up for indecision. 


“Forward Looking—Not justified by past experience. 





“Merger—-A form of musical chairs in which one or more 





executives is left without a seat. Dallas, May 5-8 

“Diversification Out of the frying pan into the fire. New York City, May 5-9 

“Capital Gain The substance executive dreams are made Atlanta, May 5-8 (e) (e) 
of. ’ . 


Seattle, May 18-21 
Los Angeles, May 12-15 


( 


“Before Taxes Wishful thinking. 


“Management Prerogative—Lunch from twelve to two. 


“Promotion from Within-——A system of moving incom- VAISEY-BRISTOL SHOE CO. 


tents up to ¢ licy-making level where they can't 
peten p to a pol g le € MONETT, MISSOURI C7 


foul up operations. 
“Under Consideration—-Somewhere in that stack of papers Or ih —f r 
on the corner of the desk. . 
them in your W Pd 


own store... your 4 


JUMPING-JACKS ‘ 













“Deferred Compensation Gone today, here tomorrow. 





Us, 
i 









“In Due Course —When we get around to it.” 






Our thanks and appreciations to Leslie Gould. 





= 





man 18 on 


z. DV, ‘ his way! 


Publisher 
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“and they're sewn with nylon... 
the strongest thread used in shoes!” 


People expect excellent performance from nylon! Cus WRITE FOR YOUR FREE COPY of “How Important Is 
tomers readily understand that nylon thread makes the Thread in the Shoes You Sell?”’ E. I. du Pont de Ne 
trongest seams, gives shoes neater, finer stitches. That's mours & Co. (Inc.), Textile Fibers Dept., Wilmington 
why you have a real selling point when the shoes you 98, Del. Du Pont makes nylon and “Dacron’’ fiber 
ell are sewn with nylon does not manufacture thread. 

The use of nylon thread in many top lines of shoes is *" Dacror Du l 
another indication of shoe manufacturers’ continuou 
efforts to improve quality and styling to give you a 
product that helps you win—and hold—customers 

Remember, too, that thread of Du Pont “Dacron” 
polyester fiber is used in many quality lines of work 
hoes because it gives great strength, and extra resistance REG. U. 5. PAT. OFF 


to abrasion and chemicals BETTER 


NYLON SEWING THREAD-—Gives shoes neater, stronger seams. 


Gives you an added selling feature 


Boot and Shoe Recorder 





2 another 
Kid original... 


marking Amer’s 
125” year 


the 
undercurrent 
of color that 


MLOES 


with the foot 


SALES REPRESENTATIVES: COLOR ETCHINGS THE METALLICS 


Donovan Industries, Inc., New York JET RED BRONZE 
Mullins, Trowbridge & Co., Inc., Boston JET GREEN TARNISH 
William M. Taggart & Co., St. Louis JET VINO 
o - nage 7 es JET BEESWAX THE MINKS 

- Ro sher, Rochester 

7 JET BLACK RARE MAIR 
A. A. Wakeford, Milwaukee 
AUTUMN HAZE 

Canadian Leather Co., Ltd., Montreal JET BLUE 
Samuel D. Allen, San Francisco JET PURPLE 
The George W. Newman Leather Co., 

Cincinnati 


ROYAL PASTEL 


MING PICASSO 


WILLIAM AMER COMPANY - PHILADELPHIA 23, PA. 


MEMBER KID LEATHER GUILD 


*TRADE MARK REG. 1957 
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LEATHER 


right 
for the man on the course, 


Easy to wear...easy on the feet! They're Spalding 
golf shoes, and the leather is Rueping’s TOMAHAWK, 
rugged and full bodied, to combine all-around walking comfort 
with long, enduring wear. TOMAHAWK’S smooth, 
lustrous finish can really take it—and golfers 
on the “‘right’’ course like the way this leather 


holds its shape for the life of the shoe. 


SHOES: Style No. 106 


AH: G fodlding Seo, 


MARLBOROUGH, MASS, 
LEATHER: Rueping’s 


TOMAHAWK KIP 
Color No. 97 


RUEPING 
fone beudlleet fot fiie tip 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Shoe Producers See Heavier Fall Orders 


Volume Manufacturers Predict Less ‘Hand-to-Mouth’ Buying At 
Boston’s Advance Fall Market Week; Sampling on 1956 Level 


By OWEN 

BostTON—Volume shoe manufactur- 
ers serving wholesalers, chains and 
large department stores believe that 


buyers for these outlets will place in- 
itial orders for a higher percentage of 
their anticipated fall needs than they 
did in buying their spring lines. There 
will, they feel, be more willingness on 
the part of these buyers to anticipate 
farther in advance and less dependence 
on the chain store equivalent of hand- 
to-mouth buying. 

This, at least, was the opinion of 
several manufacturers who exhibited 
during the Advance Fall Market Week 
which closed here on April 4. The 
showing was sponsored by the New 
England Shoe and Leather Association, 
and fall styles were shown at the Ho- 
tel Statler and the Touraine Hotel, as 
well as in manufacturers’ sales offices 
in the shoe district. 

Buyers, in turn, while reluctant to 
disclose plans, intimated that they had 
sampled at least as heavily as at this 
time last year. Several said they 
planned also to attend the St. Louis 


THOMAS 


show to be held during the latter part 
of this month and the Popular Price 
Shoe Show, to be held in New York 
during the early part of May. 

Because of the lateness of this year’s 
Easter, there was some fill-in buying 
and New England retailers took ad- 
vantage of the opportunity to place or- 
ders for white shoes, the season for 
which, if weather permits, will open 
late this month or early in May. This 
buying, however, was spotty and ac- 
counted for comparatively small vol- 
ume. 

Better results than had anti- 
cipated were reported by a few manu- 
facturers of children’s and medium 
grade women’s shoes and two slipper 
manufacturers said they had received 
substantial orders well in advance of 
the usual time for placing this busi- 


been 


ness. 

Slightly higher prices were asked on 
some lines of women’s These 
met with the expected on 
the part of buyers, and may or may 
not become fully effective this fall. 


shoes. 
resistance 





Baker’s, Thom McAn Open Valley Fair Center Units 


SAN Jose, CALIF.—Baker’s and Thom 
McAn opened new shoe stores April 4 
at the Valley Fair Regional Shopping 
Center on Stevens Creek Road here. 

It was Baker’s second San Jose unit 
and its 126th store in California and 
Thom McAn’s 750th. 

The Baker’s store has 5,000 square 
feet of selling space on the mall level, 
with additional space for stock on the 
lower level. All deliveries of merchan- 
dise are made directly to the store from 
an underground truck tunnel. 

Completely air-conditioned, the store 
has two entrances, one opposite Macy’s 
department store, and the other im- 
mediately adjacent to a large parking 
area, 

Decor features deep plum carpeting, 
white sculptured walls, a gold-hued 
ceiling, and unusual wood treatments. 
A lavish use of tropical plants high- 
lights the interior. 

According to Samuel Erlick, store 
manager, Baker’s will carry a regular 
stock of at least 20,000 pairs of shoes 
and will feature high fashion women’s 
footwear as well as coordinated hand- 
bags and hosiery. The store has 15 
employes. 

Established in 


1899, C. H. Baker 
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Shoe Company is one of the oldest shoe 
operations in California. 

Special lighting, fixtures and decor 
innovations have been employed in the 
design of the 3,900 square foot Thom 
McAn store, according to Harold At 
kinson, district director. The store may 
become the prototype for as many as 
fifty Thom McAn family shoe stores to 
open in shopping centers throughout 
the country, he said. 

Paul Crake will be manager. 

Each section of the store has a color 
scheme of its own, extending to soft 
carpeting and upholstered chairs. Plant- 
ers provide a touch of greenery and are 
utilized in the decor to separate depart- 
ments. Walls in the women’s salon are 
of hawthorne, with chairs of candy- 
pastel hues. The men’s department has 
been done in sunflower yellow, with 
chairs of copper red. 

In line with the festive atmosphere 
of the shopping center the children’s 
department has a merry-go-round. Re- 
cessed “daylight” lighting eliminates 
glare and shadows and permits ac 
curate appraisal of designs, colors and 
textures throughout the store, Mr. At- 
kinson said. 

[TURN TO PAGE 20, PLEASE] 





Julian & Kokenge Company 
Breaks Off Selby Sale Talks 


CoLuMBus, O,-—Negotiations for the 
purchase of the Selby Shoe Company 
have been cut off, it was announced by 
the Julian & Kokenge Company, manu 
facturer of fine women’s shoes. 

Herbert Lape, Jr., president of J & K, 
said his company had been most inter- 
ested in the Selby “Arch Preserver” 
line, but that there was no longer any 
possibility of purchase. 

At the same time he scotched rumors 
that the big J & K plant at 270 South 
Front Street plans to move. He said 
his company is actively engaged in a 
continuing expansion program which, 
he said, may result in the acquisition 
of profitable manufacturing 
terprises in any part of the country. 
Mr. Lape said J & K were looking for 
larger operations 

“However,” he explained, “we will 
continue to operate our Columbus plant. 

“We have never had any intention of 
moving out of the city.” 

His statement by 
widespread rumors, apparently emanat 
ing from Portsmouth, that Julian & 
Kokenge would buy the multi-story 
Selby plant there and out of 
Columbus entirely. 

“We have interest in acquiring 
the big factory building in Portsmouth, 
nor the entire seven lines of shoes once 
manufactured by Selby,” he said. He 
admitted he might be interested in the 


shoe en- 


occasioned 


was 


move 


no 


Selby Arch Preserver shoe and a 
maller operation in Portsmouth. 
Julian & Kokenge employs 980 per 


sons at its Columbus plant at a pro 
duction rate of some 3000 pairs of 
shoes daily (approximately 600,000 
pairs annually). 


The company has operated in Colum- 
bus since 1920 producing women’s shoes 
which now retail in a $19.95 to $22.95 
price range, Labor relations have been 
excellent—not one strike from the first, 
Mr. Lape said. In addition, 163 em 
ployes have been with company for 
more than 25 years. 

Last December, the company pur 
chased Marshall, Meadows & Stewart 


of Auburn, N. Y., to manufacture 
British Walker women’s shoes in an 
$18.95 to $20.95 price range. More re 


cently, J & K licensed manufacturers 
in Auckland, New Zealand, and Mel 
bourne, Australia. 

Negotiations for Selby started with 
the Selby family in December, 1955, 
and continued with two 
owners, Mr. Lape said. 

However, the latest discussions with 
Rockwood Candy Company were termi 
nated three weeks ago and no attempt 
has been made to re-open them, he said. 


subsequent 


17 





W. J. Smith Chosen to Head 
Thom McAn Safety Shoes 


William J. Smith has 
made general manager of the 
McAn Safety Shoe division of 
Melville Shoe Corporation, it was an- 
nounced here. He had served as di- 
for the division since 
the parent company 


New YorK 
been 


Thom 


rector of sales 
1948 and 


in 1932, 


joined 


WILLIAM J. SMITH 


When Mr. Smith assumed the sales 
direction for the division in 1948, Thom 
McAn had only four field specialists 
for protective footwear operating pri- 
marily in the East and Midwest. To- 
day, Mr. Smith directs the activities of 
1% district representatives of the divi- 
ion from coast to coast and supervises 
the sale of safety shoes in approximate- 
ly 760 Thom McAn retail stores. 

He joined Melville Shoe as assistant 
manager of one of the company’s stores 
in Paterson, N. J., and he became man- 
aver of a Thom McAn store in Asbury 
Park, N. J., one year later. 

He became affiliated with the Safety 
Shoe division in 1943 as district super- 
visor for metropolitan New York, New 
Jersey and northeastern Pennsylvania. 
With district di- 
rector for the retail chain in 
Michigan and Pennsylvania, he was 
recalled to the Safety Shoe Division in 
1948 as Director of Sales. 

The growth of the division with an 
protective footwear 
old directly to industrial plants and 
through Thom McAn stores nationally 
itated the creation of the new 
post of general manager to which Mr. 
appointed, it was noted by 
Erb, Melville president. 


interim service as 


shoe 


expanded line of 


nece 


Smith was 
Robert C 


New Wm. Joyce Facilities 


New warehouse and ship- 


CHICAGO 
ping facilities to serve midwest and 
eastern retailers have been established 
in Chicago by Bowen & Hull, manufac- 
turers of Wm. Joyce golf shoes. 

Complete inventory of the Wm. Joyce 
line will be maintained at Golfcraft’s 
modern new warehouse on 7059 West 
Addison Street, according to Kip Bo- 
wen, president. George Dawson is vice- 
president of Golfcraft, Inc. 


Borden Chemical Division Acquires Lawrence Process 


New York—The Lawrence Process 
Company, Inc. of North Andover, 
Mass., manufacturer and processor of 
extruded plastic products, has been ac- 
quired by the Borden Company’s 
Chemical division, according to an an- 
nouncement by Augustine R. Marusi, 
president of the division. It will op- 
erate as a wholly owned subsidiary of 
the Borden Company. 

The North Andover company is en- 
gaged in the manufacturing, processing 
and sale of extruded plastic products, 
including plastic welting, heel 
bases, garden hose, printing plates and 
other plastic compounds. Its 46,000- 
square-foot factory was completed two 
years ago. It is a completely integrated 
extrusion and compounding plant and 
includes a laboratory and die and ma- 
chine shop facilities for the manufac- 
ture of own dies and specialized equip- 
ment. The Lawrence Process Com- 
pany, Inc. employs about 130 workers. 

With the acquisition of The Law- 


shoe 


rence Process Company, Inc., Borden’s 
becomes the first extruder of vinyl 
products with both east and west 
coast plants, Mr. Marusi said. Last 
year, Borden’s had acquired Resin 
Industries of Santa Barbara, Calif. 

The North Andover plant will sup- 
plement Santa Barbara’s production of 
Resinite products. Both plants have 
been using Borden-made resins in their 
manufacture of plastic products, with 
The Lawrence Process Company, Inc., 
obtaining its supplies of polyvinyl 
chloride resins from Borden’s Leo- 
minster, Mass., plant. 

The Lawrence Company, 
Inc., was founded in 1952 by Edward 
F. Hogan, president, and his brother, 
Daniel E. Hogan, Jr., assistant trea- 
surer. 


Process 


Grant C. Ehrlich, manager of Bor- 
den’s Resinite department, will have 
responsibility for coordinating opera- 
tion of the two plastic extrusion plants. 





Court Dissolves Restraining 
Order Against Selby Shoe 


PoRTSMOUTH, O.—Selby Shoe Com- 
pany returned to regular channels of 
business after Scioto County Common 
Pleas Court dissolved a restraining or- 
der against the firm. 

The court order was granted on the 
motion of a group of 21 local share- 
holders, who charged Rockwood & Com- 
pany, the parent firm, was planning to 
dispose of its properties. 

The stockholders contended they 
would be unable to obtain fair cash 
value for their stock if assets were 
sold and removed from the jurisdiction 
of the local court. 

The injunction prohibited any sale of 
assets. This action was followed im- 
mediately by counsel for the women’s 
shoe manufacturing firm’s asking for 
the lifting of the order because it pro- 
hibited the firm from doing business. 

Counsel for the factory firm told the 
court the firm was not insolvent and 
added further that the temporary in- 
junction was issued without notice and 
in due violation of state laws. 

The court took that under 
advisement and in the meantime the 
attorneys for both sides held a day- 
long conference in which an agreement 
was reached. This resulted in the court 
lifting the restraining order. 

The court entry dissolving the order 
merely said that Rockwood “volun 
tarily offered certain security” to the 
dissenting shareholders, representing 
about 10,000 shares. 

Neither side would comment on re- 
ports that the agreement was based 
on an offer by Rockwood to hold $250,- 
000 in government bonds in escrow to 
cover the shareholders’ claim for fair 
cash value. 

The local group said Rockwood re- 
jected their asking price of $35 per 
share and they in turn turned down 
Rockwood’s offer of $17.25. 


request 


Joseph Salon Shoes Opens 
With Unusual Italian Decor 


CHICAGO Modern Italian decor 
coupled with unusual display fixtures 
marks the store of Joseph Salon Shoes, 
just recently opened at 679 Michigan 
Avenue. The 10,000 square foot salon 
is the largest of the five Joseph stores 
in the Chicago area. 

Beth and Herbert Levine and Mara- 
garet Clark of Maragaret Jerrold were 
present for the opening ceremonies. 
The stock of more than 20,000 shoes 
ranges from $10 to $100. Both the Le- 
vine’s and Miss Clark showed their lat- 
est designs to members of the local 
fashion press. 

Unusual appointments in the decor 
of the store include giant floor to ceil- 
ing walnut doors flanked by a 100 foot 
mirrored wall. A unique new idea in 
ceiling decor is the use of cutouts 
mounted on the chalk white ceiling. 
These were created by Pierd Fornasetti 
in Italy. 

Free form show cases are of glass 
while and walnut fittings are 
custom They are used for the 
display of handbags and other acces- 
sories with properly coordinated shoes. 

The imported modern Italian walnut 
furniture designed by Gio Ponti, Ico 
Parsi, and Carlo Di Carle of Rome, is 
covered in fabrics, all in the 
accenting shade of deep tur- 

Winding paths of white ter- 
free form islands of 
imported hand-woven gold carpet. 

With the opening of the new store, 
Joseph’s introduced a new line of eve- 
ning bags imported from Paris rang- 
ing in price from $175 to $275. Other 
include American and im- 
ported handbags, gloves and jewelry. 

Manager of the new store is Victor 
Markin, vice-president. Richard Joseph 
is assistant manager. Z. Albert Joseph 
is owner and president of the firm of 
Joseph Salon Shoes. 


bronze 
made. 


various 
same 
quoise, 


razzo surround 


accessories 
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WCSTA Panel Discussion 
Airs Shoe Industry Plaints 


Los ANGELES —A panel discussion, 
“Live and Let Live,” sponsored by the 
West Coast Shoe Travelers at the 
Alexandria Hotel here, had representa- 
tives from all phases of the shoe in- 
dustry present. Harry Glassman, Bates 
and Company, was chairman. 

A sample of the type of subjects 
tossed at the panelists included such 
topics as “Why Does a Shoe Salesman 
Only Get 5 Per Cent When All Other 
Lines Work from 10 on Up?” “Why 
Doesn’t a Salesman Rate as an Execu- 
tive and Come under Pension and 
Health Plans’” “How Can We Be Pro- 
tected on Orders When a Company De- 
cides Not to Go Through with a Shoe?” 

tetailers discussed the salesman who 
takes a first order and then doesn’t 
show up again for an extended period; 
the salesman who waits until the re- 
tailer sees his shoes in a competitor’s 
window before telling he has sold an- 
other store in the same block. Others 
complained of salesmen who plugged 


nothing but prestige shoes while ne- 
glecting basics. 
Manufacturers complained of the 


difficulty of getting good help and the 
fact that few young people were be- 
ing attracted to the industry and the 
perennial difficulty of accommodating 
a traditionally small-profit operation 
such as shoe manufacturing, with little 
to spend on expensive promotions. 

The meeting decided to work toward 
the establishment of a shoe industry 
course at one of the local schools. 
Pasadena City College was suggested. 

Moderator was Al Borenstein, sales 
representative for Footflairs. The panel 
members included Seymour Fabrick 
and Asthur Sbicca, owners of Vogue 
and Sbicca of California, respectively. 
Salesmen were represented by Dick 
Graffis of Turian-Caprini and Warren 
Hickey of Simplex, while Harry 
Gluckman of Children’s Bootery and 
Dallas Hubbard of Weatherby-Kaiser 
spoke for the retailers. 


Symington Keynote Speaker 
At Retailer-of-the-Year Awards 


New York—Stuart Symington, sena- 
tor from Missouri, will be the keynote 
speaker May 3 when Brand Name Re- 
tailer-of-the-Year awards are made in 
the Grand Ballroom of the Waldorf 
Astoria. More than 1,500 business men 
and civic leaders are expected to at- 
tend as a climax of Brand Names Week 
April 28-May 4. 

Marmer’s Shoes, Cincinnati, had been 
selected top award winner in the shoe 
category from thousands of entries 
previously, in the national competition. 

In addition to Marmer’s Shoes, four 
were cited for their 1956 
activities with certificates of distinction. 
They are Wade Brothers, Jamestown, 
N. Y.; Cardinal’s, Corpus Christi, 
Tex.; Milgram’s Quality Shoes, Gary, 
Ind., and Manss of Nashville, Tenn. 


shoe stores 
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Sommer & Kaufman Opens Big Shopping Center Store 


SAN Jose, CaALir.—Sommer & Kauf- 
mann, one of northern California’s 
largest retail shoe firms, opened its new 
9,000 square foot store at Valley Fair 
regional shopping center here recently. 

The store will be stocked with 26,000 
pairs of Commenting on the 
opening, Herbert L. Sommer, 


shoes. 


Mr. 





DONALD E. MOORE 


president of the 63-year-old firm said, 
“This new store is part of Sommer & 
Kaufmann’s planned program of ex- 
pansion in northern California, a plan 
conceived in order to serve the public 
more conveniently and graciously. The 
store has been designed to accommodate 
an unusually large and complete as- 
sortment of shoes in order to serve our 
customers most effectively.” 

The Valley Fair store is the firm’s 


sixth and it econd largest unit. 
Donald E. Moore, formerly assistant 
manager at S & K’s Stanford store, 


has been appointed store manager. 


Featuring high quality shoes and 
complementary accessories, the store 
has separate departments for men, 


women and children. 
Focal point of the women’s salon is 
a 30-foot white brick fireplace wall and 


é 


raised hearth, with hearth seats and 
settees upholstered in vivid water- 
melon and charcoal shades. A near 


life-sized sculptured stone goddess 
adds an Oriental touch. 

Walnut “Captain’s” 
brown cork paneling, and striped bur- 
lap seats in orange, charcoal and brown 
are featured in the “men’s den.” A 
specially woven tapestry depicts a 
kneeling knight. 

In the deb shop for young moderns, 
a pink, gold and white scheme is fol 
lowed, while the children’s department 
has bright red burlap walls, white wire 
sculpture, and black, white and red 
seating. Special features are live mon 
keys in a cage, a meandering circus 
train, and a “little folks’” barber shop. 

The store has 10 employees. 

Valley Fair regional shopping cen 
ter, located on a 40-acre site on Stevens 


chairs, walls of 


Road, San Jose’s westside, is a 
of the Capital Company 
When the cen 


Creek 
joint 
and Macy’s California. 
completed in August, 1957, it 
will include more than 50 and 
seven buildings. Sommer & Kaufmann 
is the third store to open at the center. 


project 


ter 1s 
stores 





Congressional Witness Says 
PX’s Threaten Retailers 
WASHINGTON, D. C.—Congress 

asked to restrict the sale of items in 
all post exchanges everywhere in the 
United States to items of convenience 
those sparse 
distant from 


was 


necessity except in 


where 


and 
areas 
any city or town. 

Legislators were told the PX’s have 
with an annual 
$300 million 


camps are 


big business 


sales 


become 
domestic volume of 
and are definite threats to the exi 
of small retailer 

These were points William Burston, 
manager of the Merchandising division 


tence 


of the National Retail Dry Goods As 
sociation, made to a special subcom- 
mittee of the House Armed Services 


Committee at a hearing in Washington. 

Mr. Burston’s climaxed 
the series of meetings which have been 
held in the past several weeks between 
the military, headed by Gen. Harlan C. 
Parks, and representatives of various 
retail organizations on the military’s 
proposal to increase the number of 
categories of merchandise to which the 
PX’s limited as a result of 
a “gentlemen’s agreement” in 1949. 

Twenty-three categories of items had 
been proposed by the military for en- 
largement of the 1949 list. Mr. Burston 
declared that by allowing the minimum 


appearance 


have been 


number of brands and multiplying these 
by a minimum number of sizes and price 
ranges, the military would be going in 
1,000 additional items in 


the the 


for at least 


competition with retailers of 


country. 


Wohl Leases in Rochester 


ROCHESTER, N. Y A Budget 
opened on the main 
& Son depart 
the Wohl Shoe 
which leased the 
hoe and the base 


Shoe 
Shop ha been 
floor of E. W. Edward 
here, by 
Loui 


ment store, 
Company, St 
third 


ment 


floor women’ 


family shoe departments in Jan 
uary. 

The new budget section sell 
priced from $5.95 to $12.95. 
Schiffman, formerly with 


N. Adam & Company 


; , 
women 8 

ser- 
Wohl 


tore in 


hoe . 
nard 
at the J. 


suffalo, buyer for the department, 
which is outfitted with 24 chairs up 
holstered in coral. Walls of the de 


partment are blue-green. 

Robert Conrad has 
buyer for the third floor women’s 
to be modernized 


been appointed 
shoe 
department, which is 
soon. He formerly was buyer for 
Wohl’s department in Bresee’s De- 
partment Store, Oneonta, N. Y. 


Bud Ungar has been named buyer 
for the basement shoe department. He 
formerly was with the Wohl company 


n Dayton, O. 





Howard & Foster Appoints 
Joseph Small Vice-President 
BROCKTON, Mass.—Joseph E. Small, 
formerly president, treasurer and gen- 
Brothers 
been ap 
president of the Howard & 
Liquidation of the 


eral manager of Thompson 
Shoe ¢ 
pointed vice 
Foster 


former <¢ 


ompany, here na 


Company 


mpany has been completed 


JOSEPH E. SMALL 


Foster ha 
and patterns previ 
Brothers, 
young 


Howard & 
many of the last 
owned by 
the 


and acquired 


ously Thompson 


and used in manufacture of 


men’ hoe 


Mr 


management of Thompson Brother 


the 
for 


Small ha been active in 


and served at one time 

the board of director 
Shoe Indu 
achusett 


new 


everal year 
as chairman of 


of \ 


Southea 


ociated trie of 
Ma 

Announcement of hi 
was made by Hector E. Lynch, III, pres- 
ident and treasurer of Howard & Foster. 


tern 
position 


PPSSA Space Reservations 
Running Ahead of November 


New York—Re of exhibit 
pace for the Popular Price Shoe Show 
of America, May 5-9, are running five 
per cent ahead of last November's 
event and equal to the all-time record 
established at the May, 1956, show, ac 
Maxwell Field and Edward 


ervations 


cording to 
Atkins, co-managers 

[he 18th semi-annual event under 
the joint sponsorship of the New Eng- 
land Shoe and Leather Association and 
the National Association of Shoe Chain 
Stores will be held at Hotels New 
Yorker and Sheraton-McAlpin. About 
7,000 retailers and buyers from every 
part of the country and from overseas 
will attend to inspect and purchase 
fall and winter footwear. 

Allocation of exhibit space at the 
Sheraton-McAlpin, at which branded 
lines are concentrated, already exceeds 
that of any previous show, the co-man- 
agers said. Suites or large rooms are 
no longer available but a few desirable 
medium-sized and smaller rooms may 
still be reserved, the co-managers said. 

Inquiries should be addressed to 
PPSSA, 210 Lincoln Street, Boston, 
Mass 
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Fine Italian Shoe Display 
Ready for N. Y. Trade Fair 
NEw York A collection of fine 
Italian shoes by Rosina di Firenze 
being shown at the U. S. World Trade 
Fair, held at the New York 
Coliseum from April 12 to 27. 
Brought from Florence, Italy, 
the include pumps on_ several 
heel heights; sandals for daytime, late 
day and evening walking 
types. 
Designed by 
made in her 
built by a Schiavone in 
1300—the are well known for 
their fine workmanship, hand opera 
tions and delicate detailing. Women 
of many royalty, nobility 
and actresses—-have worn 


being 


ove! 
shoes 
wear; and 
Signora Schiavone and 
own factory—a 
Marquis di 


shoes 


castle 


countries 
famous 
them. 

Of special interest to American wo 
the fact that these 
over American lasts. 


men is shoes are 
Fit is of 
Signora Schiavone 
and her custom shoes have been made 
only after careful study of the client’s 
foot, especially the arch. 


made 


great interest to 


Upper materials are selected by the 
client and shoes can for 
an individual gown. Embroidery and 
hand crochet lace work are frequently 
used and characteristic of 
Among her 
are a “Glove Shoe” 
the 
“Invisible” 
ent nylon strands. 
novelty 
igned and made by Rosina Schiavone. 

A New York Mrs 
Grace Cunningham, with headquarters 
at the Hotel Dover, is in constant touch 
with the Italian factory so that there 
is a connection at all times be 
tween the creation of new designs and 


be designed 


are these 


shoes. original creations 
on which stitching 
for An 
made of transpar 
Handbags and vari- 
also de 


outlines place each toe. 


shoe 1s 
accessories 


ous are 


representative, 


close 


the current American market 


February Shoe Production 
Nine Per Cent Under 1956 

WASHINGTON, D. C. 
duction in February of 51.4 million 
was nine per cent less than the 
production of February, last year, ac- 
the Apparel Branch, In- 
division of the Bureau of the 
However, with production be- 
tween 1947 and 1949 taken by the 
agency as equal to 100, for index pur- 
footwear production in Feb 
ruary, 1957, was 119 and 117 in Janu- 
ary, 1957. 

In February, the largest production 
category was in shoes, sandals and 
playshoes, which totaled 45,847 thou- 
sands of pairs. Second was women’s 
and work shoes at 16,306 thou- 
sands of pairs. 

The production as to type breaks 
down as follows: the shoes and slippers 
total was 51,398 thousands of pairs; all 
leather uppers, 40,444; part leather, 
8,163; non-leather, 7,791; leather out- 
sole, 18,041, and non-leather outsole, 


Footwear pro 
pairs 
cording to 


dustry 
Census. 


poses, 


dress 


The geographical production totals 
for February were: New England, 17,- 
575 thousands of pairs; Middle Atlan- 
tic States, 14,862; East North Central 
States, 6,286; Missouri, 5,229; Ten- 
nessee, 2,218, and other states and 
areas, 5,228. 


Baker’s, Thom McAn Open 
Stores in Valley Fair Center 
[CONTINUED FROM PAGE 17] 

The new store is located opposite 
Macy’s, between the Lerner’s and Mode 
O’Day stores. It has entrances from 
the mall and the parking area at the 
rear, and is distinguished by the famous 
Thom McAn signature sign. Conven- 
tional window displays have been re- 
placed by pyramidal, mobile display 
units over which the store interior is in 
full view. Hundreds of shoe styles for 
men, women and children, plus hand- 
bags, and other 

will be displayed. 

The 
area 
shoes. 


hosiery accessories 
store has a basement storage 
for more than 15,000 pairs of 

Merchandise is delivered to the 
sales floor via a power conveyor. 

Valley Fair will include more than 
50 stores when the center is completed 
in August, 1957. It is a joint develop- 
ment of the Capital Company and 
Macy’s, California. 

Leed’s QualiCraft Store featuring 

women’s shoes, handbags and hosiery, 
also opened April 4, at Valley Fair Re- 
gional Shopping Center. 
Comprising 6,600 feet, the 
Leed’s is merchandised with high 
hoe fashions at modest prices in 
a full sizes and widths. 

This will be Leed’s 197th store in 
the nation, the 28th in the Bay Area, 
and the 

The 


main 


square 
new 
style 
range of 


econd in San Jose. 
the 
mall, opposite 


store from the 
Macy’s north en- 
highly dramatic 
rhythmic use of a series 


entry to 
trance, is made 
through the 
of glass panels. They are framed above 
by a porcelain enamel valance in dark 
yellow and below by brilliant 
white quartz bulkheads. The show win- 
dows, backed by glass, stretch across 
the entire width of the facade, permit- 
ting a complete view of the interior. 

Emphasis in the sales 
has been to create a relaxed atmos- 
phere through the use of colors and 
textures. The beige carpet has a deep 
nubby texture, and the walls are paint- 
ed in variegated shades of beige, high- 
lighted with black and orange accents. 


ochre, 


area decor 


Joseph Dangelo, who has served as 
manager for Leed’s stores in the Bay 
Area for 21 years, has been appointed 
manager. 

Ben Warshauer & Sons, California 
shoe firm, opens its fourth unit, a chil- 
dren’s and women’s shoe store known 
as “Webster’s” at the center. 

The 1,535 square foot store occupies 
a corner location directly opposite one 
of Macy’s main entrances. 
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CLEAN CUT LEADER OF 


THE LEISURE CLASS 


This is smart comfort, stylishly pure 
and simple in the finest “lazy 
shoe’? fashion. Clean, uncluttered 
lines with a definite flair. Stetson’s 
Annisquam ts shaped of beautifully 
supple, mellow leathers in a distinc 

tive, natural shade and also Wn several 
muted colors of great individuality 
and style importance Lhe fee ling ot 
elegant restraint is further carried out 
by a low lustre, saddle soap type 
of finish Priced to retail at about 
$26.95. Order now, for immediate 
de live ry ! 

THe Srerson SHor Company, INC., 


South Weymouth YO, Vlassachusett 


100 styles in stock 


retailiny from 321.99 to 395.UU 


an ever 


so slender 








in polished Lawrence 


Devon Calf 


Here's a new fashion interpretation ... of the dancing pump look with a squared-off 


toe. And it's made all the lovelier with Devon Calf by Lawrence. 


Supple, smooth Devon Calf by Lawrence is so versatile, it makes any shoe a show 
piece. Be sure it's Devon Calf by Lawrence and you'll be sure it will sell. A.C. Lawrence 


Leather Company, Peabody, Massachusetts. 


rOnC?e_ 


CALFSKIN 


THE BETTER PART OF BETTER BHOES 





Save up to 1c a pair 
with the Built-in Luster of 


DURALE 


WHITE FINISH 


Because Duralene White is a com- 
plete finish for smooth leather shoes, 
not just a uniformer, ragging, brush- 
ing, or spraying for luster is elimi- 
nated and users report savings of 
from '.¢ to 1¢, and more, per pair. 

Available in bright, medium, and 


i A product and registered trade 
mark of the B. B. Chemical Co 


semi-dull, Duralene White Finish is 
easily applied with brush or sponge 
The new white DURALENE 
finish is highly water resistant and 
produces extremely uniform cover 
age. Because of its durability, there’s 
an added plus for your customers 


DISTRIBUTED BY 


United 


surface dirt is easily removed by the 
wearer with a damp cloth 

Try the revolutionary Duralene 
White Finish on your smooth leather 
shoes for improved appearance and 
get the built-in bonus of substantial 
Packing Room savings 


SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 








like a glove 


# 





ee 





. and just as soft, too. 
Lefatex Counters make fitting shoes 
on any foot a pleasure, because 
bonded leather fibre Lefatex 


Counters fit firmly - yet gently. 


For the trimmest pumps, often hard- 
est to fit, specify Lefatex Counters 
For an easy sale .. . ask your cus- 
tomers to try shoes with Lefatex 


Counters. 


Good Counters Sell More Shocs! 


Ask your manufacturer for shoes with Lefatex Counters. 


GEORGE 0 


BRIDGEWATER «© MASSACHUSETTS 


leather fibre’s first name. 














BRIGHT GAY ie 
WRAPPINGS TELL 
A WHOLE STORY 


That Yours Is 
A Smart Store... 

A Quality Store... 
A Modern Store 












Handelok and Loop-Lok Bags because of their 
eye-catching appeal... their immediate impres- 
sion of quality... are the best and most economi- 
cal ''walking advertisements” you can have... 


WOLF BROTHERS, INC., 1212 Callowhill Street 
Philadelphia 7, Pa. 
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4 
S&% Gentlemen: | 
‘ Send me samples and prices of Handelok and Loop-Lok | 
| shoe wrappings for men's__§._ women's____shoes | 
| without obligation. | 
| Name a — = | 
ia Store eile | 
ye l Address___. _ _ 
Px 4 ; 
by | Cian ‘ ___Lone State | 
Pe | Minimum Quantity 5M Bags—Each Size | 
eat 6 ee cere eee cas ee ces eee ED GED GD GOED ew cme came em came eae cameo eomm eal 
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Shower of Shows Heralds 
| Big Spring for 
| GRIFFIN 


Shoe Polish Sales! 


%& 5 NETWORK TV SHOWS reach more cus- 
tomers more often with more items than 
any other advertised brand...Hit 20 
million TV homes every week via: 
Doug Edwards and the News (CBS-TV), 
Secret Storm (CBS-TV), 
Love of Life (CBS-TV), 
Queen for a Day (NBC-TV), 
It Could Be You (NBC-TV)! 


Meet Miss Microsheen 


Appears next month every month... in 


fabulous “Playboy” magazine! Watch for 
these full-page glamour ads that sell for you! 





FEATURE FULL GRIFFIN LINE: LIQUID WAX...SCUFF COVER...A-B-C WAX...MICROSHEEN... ALLWITE 


BOYLE-MIDWAY INC. 
22 E. 40th St., N.Y. C. 16 


Cranford, N. J. « Brooklyn * Chicago + Los Angeles 
Canton, Ohio « Chamblee, Ga. 










Dealers: Peak 
sales season 
starts now for 
GRIFFIN 
ALLWITE 

America's fa- 
vorite white shoe 
cleaner! Order 
ALLWITE today! 











26 


Boot and Shoe Recorder 








sleek... 
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sophisticated 
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...the sandalized pump 


with the covered look, tapered toe 










23/8 heel... by Newton Elkin 
Shoe Company, 
Philadelphia 34... 
in fashion-right 


Hubschman’s Calf 


No. 3336 Malacca 
No. 354 Ascot Grey 
No. 399 Wedgwood Green 


No. 3319 Wedgwood Biue 


each complemented with White 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 + FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK | 
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for the Wright profit 
Ask the 


Grant Rider of the Potter Shoe Co. in Cincinnati says: 
“‘A salesman uses 40‘, less effort to sell Wright Arch 
Preserver Shoes than any other make. Once the 
customer has a pair on his feet, the shoes sell them- GOLGI AS. 
selves. I can say without any qualification that Wright 
Arch Preservers are the best-fitting shoes I have ever 
sold. I heartily recommend them to every customer 


” 


J serve, 





Nick Guidinger of Buck’s Booterie in Lincoln, Neb., 
says: ‘After 30 years of selling Wright Arch Preserver 
ee Shoes, I have found that each sale makes the customer 
"a lifelong friend. It gives a shoe fitter genuine satis- 
faction to know that he has helped so many men find 

the ultimate in shoe comfort and styling.” 








J. William Benner of Hilgendorff’s Bros., in Elizabeth, 

N.J., says: “We attribute our success with Wright 

Arch Preserver Shoes to good design, good materials, 

Igood craftsmanship, backed by a wonderful sok iii 
department. Effective local and national advertising 

brings the customers to us and since it is our policy 

never to misfit, we can truthfully say ‘9 out of 10 

buy ‘em again!” 





job Graham of Graham Shoe Company in Boston 


says: ‘I have been fitting Wright Arch Preserver Shoes 
for 20 years and | have never found another line 
es. give uch complete customer satisfaction. I fee] gupemeemes 
that with Wright Arch Preservers I am offering style 
and comfort that the customer can’t get elsewhere. 


Actually, a good many of our customers work in 


compe ting tore ! 
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story... 
man who fits them! 


From Maine to California, shoe fitters 
agree they have never handled a line 
that “gives such complete customer 
satisfaction” as Wright Arch 
Preserver Shoes. 

“ach pair you sell starts a chain 
reaction. Friend tells friend. Old 
customers come back. New customers 
come in. Month after month, sales 

and profits mount. 

Experience proves that it pays to 

team up with Wright quality, style and 
comfort. This is the shoe that makes 
good salesmen better — keeps fitters 
and cash registers humming cheerfully! 
If your store has a staff of qualified 
fitters, write us today at Rockland. We'll 
give you the whole Wright profit 

story — the facts about a franchise, 
about the 106 styles in stock for both 
men and boys, and about our 
exceptionally fast in-stock service. 4 


Illustrated: 


Comfortable moccasin toe styling 
in rich Cedar Brown (Style 318) 
or deep, gleaming Black (Style 
317). In a wide range of sizes. 














L Famous Wright 

Arch Preserver Shank 
2 Metatarsal raise 

for weight distribution 


E.T. Wright & Co., Inc., Rockland, Mass. 





3 Flat forepart Advertised in Time, The New Yorker, Sports Illustrated 
permits foot exercise 
4 Heel-to-ballfitting 


shoe fits to foot action 


In Canada: Scott & McHale, London, Ontario 


April 15, 1957 


Irving Edison 


Executive Vice President, 
Edison Brothers Stores, Inc., 


speaks at PPSSA 
breakfast, May 6" 


POPULAR PRICE SHOE SHOW OF AMERICA* HOTELS NEW YORKER AND SHERATON-MC ALPIN — MAY 5STH-9TH 
Co-Sponsors: The New England Shoe and Leather Association * The National Association of Shoe Chain Stores 
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Hear a vital industry message by one of the nation’s dynamic shoe men 


Enjoy a fashion-packed program with practical predictions on fall and 
winter trends. Learn from the question-and-answer fashion forum headed 
by an expert panel of PPSSA Style Committee Chairmen. Interest is run- 
ning high, so don't wait. Reserve your tickets now. 


THE TIME: Monday, May 6th, 8:00 to 9:45 a.m. 
THE PLACE: Grand Ballroom, Hotel New Yorker 


TICKETS: $3.00. Write for reservations now. (Please enclose check. ) 
PPSSA, 210 Lincoln Street, Boston 11, Massachusetts. 
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Competition 
From Post Exchanges? 


had 


pleaded with retailers and Congress not to enact specify 


Tue announcement in the Boor AND SHOE RECORDER. 
Viarch Ist 
added to the 


issue, that children’s shoes are about to be 
growing list of articles stocked by post ex- 
changes and ship’s stores has aroused indignation and 
alarm among shoe merchants who operate stores adjacent 
to military installments. 

Letters received as a result of the announcement pro- 
tested the PX’s plan strongly. More, in answer to a spot 
survey, indicated the gravest concern at the military’s 
planned excursion into shoe retailing. 

The addition of children’s shoes to articles which may 
be sold in PXs, in the 81%-12, Misses and Little Boys, 
1214.3; 


Boys, 314-6, and Growing Girls, 4-10, size ranges, 


strikes shoe retailing in its most sensitive area, its hard 


And 


accepted methods of selling and fitting shoes at a time 


juvenile base. it constitutes still another threat to 
when retailing is already pressed by the unorthodox and 
highly competitive supermarkets, cancellation, and dis- 


count stores, 


A Challenge 

lt represents a real challenge to all shoe retailing be- 
cause its immediate objective is the age group which has 
shown our greatest population increase and upon which so 
many retailers are predicating their expansion programs. 

The PX proposal is particularly insidious because many 
of the retailers who will be affected by it are small retailers 
who have opened stores to serve the shoe needs of GI 
families. Many of these stores are strictly juvenile opera- 
tions and their ability to hold their present trade spells 
the difference between a comfortable living and financial 
ruin. In the words of one retailer “we are between two 
major bases with a potential customer estimate of 3000 
children. Our operation has been designed especially for 
and is geared to service this group. Without it we would 
be out of business.” 

Post exchanges have come a long way from the limited 
selection shops contemplated in the post exchange regula- 
tion of 1895. Their greatest growth took place in the 
years 1945-49 when they expanded rapidly, adding a wide 
variety of consumer goods never intended in their original 
purpose to maintain facilities needed for the convenience 
of those in the services. 

Strong protests by retailers led to threatened Con- 


gressional action in 1949 to regulate PX activity by law. 
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Editorial 


* 


Outlook © 











lar, 


But the military, sensing that they too 


gone 
regulatory legislation. They suggested that a “gentlemen’s 
agreement” be drafted between complaining retailers and 
the services which would prescribe the items to be sold 
in PXs and set dollar 


ment was written and approved by the House 


such sales. The agree 


Armed 


The current issue is whether 


limits for 


Services Committee in 1949, 
or not a long list of additional items should be carried by 
PXs. 

Since 1949, the list of items sold accounted for 28 per 
cent of the total dollar volume of a department store. 
Items added since or proposed to be added would raise 
that figure to 40 per cent. PX retailing is big business 
with a volume of $345 millions a year; overseas sales swell 


it to $1.1 billion. 


The Taxpayer Pays 

The Armed Services have built elaborate new buildings 
to house these operations. But the taxpayer has borne all 
the costs of their construction and has paid for taxes, light, 
heat and the payroll of service personnel working in the 
exchanges. The only wage cost the exchange has assumed 
is the relatively small cost of employing civilian help. 

The greatest threat in the proposal lies in the fact that 
it challenges one of the basic principles of shoe retailing, 
that shoes must be sold and fitted by trained personnel 
out of an inventory sufficiently deep in sizes and widths to 
permit accurate fitting. For the skill which the fitter must 
employ and the time he must spend to assure the satis 
faction of a good fit, the shoe merchant is entitled to a 
fair profit and full protection against government sub- 
sidized cut-rate competition. 

As one shoe retailer puts it “our expenses of doing busi 
ness, high rent, and taxes and well-paid employes simply 


We 


sincerely hope that PXs will not be allowed to get deeper 


will not allow us to meet this kind of competition. 


into the shoe business.” 

One of the most serious charges brought against the 
PX is that some of the merchandise sold to military per- 
sonnel eventually finds its way into the civilian market. 
The “I can get it for you wholesale” impulse is very strong 
in most of us. It is a dangerous impulse and is one of the 
root causes of the waves of cut-throat competition with 

[TURN TO PAGE 104, PLEASE | 
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UNIFORM QUALITY 
DOESNT 
JUST HAPPEN 


Quality Control 
of Evans Leathers ° 
is their job 


WILLIAM N. WACKER is Technical Superintendent of 
the Evans Tannery. He is in charge of all technical 
processes in the production ol leather, including 


quality control. Uniform quality doesn’t just happen. 











INSPECTOR JOHN MEKSA makes regular inspections 
at key check points, spot inspections of all processes, 
and works with department foremen on quality con- 


trol problems. Uniform quality doesn’t just happen. 


BEAUTIFUL SHOES like these don’t just happen. 
They are the result of good design, careful workman- 
ship and fine leathers. Many fine firms standardize on 
Evans Leathers. 


-_ 


FINE QUALITY LEATHERS are everyone’s job at John 
R. Evans & Company. That’s why you can rely on 
uniformity of quality of all Evans Leathers, from 


lot to lot, and grade for grade. 


JOHN R. EVANS & COMPANY — Uniform Quality Leathers 
Camden, New Jersey - 1857 Our Hundredth Anniversary 1957 


EDWIN E. OCHS is Director of the Control Labora 
tory. Personnel, methodology and all aspects of the 
laboratory’s function in maintaining unilormity are 


his responsibility. ( niform quality doesn't just happen. 
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ACME BOOT) 
COMPANY, inc. fi¥ 
By 


FRED G, STROH 


CANNON SHOE 
COMPANY 


JOSEPH H. GASS t 
of 
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“Nothing puts me more at ease than knowing that our merchandise 
iS routed via Republic Carloading. We sell our Randy and all pur- 
pose quality footwear because service gets top —- nergy 
pives the same.” MR. JOSEPH WEINSTEIN, ‘ 
h h Mia f Randolph, Ma 


“For the shoe manufacturer or retailer who isn't satisfied until 
his merchandise is delivered safely, ready for use, | strongly 
recommend Republic’s service.” MR. CHARLES £. CARON, Troff 


McA . Melv 


“We have relied upon Republic for the past ten years for quick 
dependable deliveries and up to the present time we have never 
been disappointed, or dissatisfied, with the service we have re- 
ceived. We find that such distinctive ability makes for good cus- 
tomer ig vere and bigger sales. MR. E. B. LeSHER, Troff 
p dicott, N_Y 

“We route Republic on our pieuene for two reasons. First, they 
know how important speed and safety is to a ar manufacturer, 


and second, they peg how to — it.” CARL MULLENS 
ny urksville, Te 


“Our shoes start nutes for us when they reach our dealers’ 
shelves Republic Carloading, with a record for soomenery é - 
pendable ‘on time’ delivery, rp ll us anew that ap . wand 

EDMUND A. KOSOBUCKI, | ff nbe hoe im 


Learn why so many leading members 


of the shoe industry.use our service. 
ROUTE REPUBLIC today 
you'll find that it pays 


~ 
a? bs 


> 
ry! 
Bat CHARLES E. CARON 
* 
an MELVILLE SHOE 
a 
CORPORATION 


INTERNATIONALJ 
SHore Companyré 


¥ McCARTHY Iwc. 


EDMUND A. KOSOBUCK! 


Wayenberg 


“Republic Carloading has, for several years, rendered us carrying 
service satisfactory in every way. Shipments from our factory have 
been expedited in a most careful and efficient manner — particu- 
larly appreciated during our ‘rush’ seasons.” MR. EUGENE DUSTMAN, 
T Manager Dunn and Mc rthy A ure N Y Mar 


tacturers of Enna Jetticks 


“We have found Republic capable of providing consistently depend- 
able freight service on our regular shipments, and capable of 
maintaining that type of service ome our rush periods as well.” 

MR. JOSEPH H. GASS, General Traffic Manager, £ e 


y ? ol Me 


“We have found Republic Carloading’s personalized and efficient 
service to be the perfect answer to all of our less carload shipping 
— See the United votes. "" MR. FRED G. STROH, 


cM jer. Car on SI ne vy, Balt ore. M 


“The shoe industry utilizes eth every nae of transportation 
in moving vast stores of raw materials, supplies and equipment, 
as well as the finished product, shoes, throughout the nation. 
Among those who can be depended on for efficient and a 
service is mepeite Carloading.” MR. F. C. WINTER, Traffic Manag 


Internat npany, St « M 


“We consider Republic's daily service an important part of our 

operation. Their dependable schedules play a vital role in main- 

Ltr a sound —ee — "MR, DANIEL J. GARAFALO 
Mar jer, / er & a Island City, N.Y 


REPUBLIC CARLOADING 


* DAILY PERSONALIZED FREIGHT SERVICE IN ALL THE MAJOR INDUSTRIAL AND MARKET AREAS OF THE UNITED STATES. 
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Dates to Remember 
St. Louis Shoe Show, St. Louis Shoe 


Manufacturers Association, Lennox 
Statler, Sheraton-Jefferson, Coronado 
and Park Plaza Hotels, St. Louis 
April 27-30 
Fall Shoe Fair, Northwest Shoe Travel- 
ers Association, St. Paul Hotel, St. 
Paul April 27-May | 
Guild Opening, Guild of Better Shoe 
Manufacturers, New York 
Week of April 29 
Accounting and Office Management 
Clinic, National Shoe Manufacturers 
Association, Hotel Lennox, St. Louis 
May 1-2 
Fall Shoe Show, lowa Shoe Travelers 
Association, Hotel Fort Des Moines, 
Des Moines May 5-6 
Fall Shoe Fair, Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Columbus 
May 5-7 
Fall Shoe Fair, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker, 
Statler Hilton and Southland Hotels, 
Dallas, Tex. May 5-8 
Fall Shoe Show, Southeastern Shoe Trav- 
elers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree - on - Peachtree and 
Piedmont Hotels, Atlanta } May 5-8 
Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York . ....May 5-9 
Market Week, Boot and Shoe Travelers 
Association of New York, Marbridge 
and Empire State Buildings, McAlpin 
and New Yorker Hotels, New York May 5-9 
Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. May 12-13 
Fall Shoe Show, Indiana Shoe Travelers 
Association, Severin Hotel, Indianap- 
olis May 12-14 
Fall Shoe Show, Middle Atlantic Shoe 
Travelers’ Asociation, Benjamin Frank- 
lin Hotel, Philadelphia May 12-15 
Fall Market Week, West Coast Shoe 
Travelers Associates, Alexandria and 
Biltmore Hotels and Haas Building, 
Los Angeles May 12-15 
Spring Meeting, Tanners’ Council of 
America, Princess Hotel, Bermuda 
May 13-15 
Heart of America Shoe Show, Central 
States Shoe Travelers, Muehlebach 
and Phillips Hotels, Kansas City, Mo. 
May 18-21 
Fall Shoe Show, Pennsylvania Shoe Trav- 
elers' Association, Hotel Penn-Shera- 
ton, Pittsburgh May 19-21 
Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
May 19-22 
Fall Shoe Market, Midwest Shoe Trav- 
elers Association, Morrison Hotel, 
Chicago May 19-22 
Fall Shoe Show, Wisconsin Shoe Guild, 
Hotel Plankinton, Milwaukee. ..May 26-28 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 
Oct. 27-31 
Fall Shoe Show, Mountain States Shoe 
Travelers’ Association, Albany Hotel, 
Denver, COIs. occ ec ccsececce rec de 2a 
Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michigan 
Shoe Retailers Association, Statler 
and Wolverine Hotels, Detroit June 24 
Baltimore Shoe Show, Baltimore Shoe 
Club and Associated Shoe Travelers, 
Lord Baltimore Hotel, Baltimore July 7-10 
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Chief Sitting Pretty, 


Say. talk cheap—check-um show 
—see for your-self — best buy, 


Laconians! 


We've been talking fora longtime... 
about Laconians . . . about Laconians' 
features that are found only in shoes 
retailing for $2 - $3 more... about 
how Laconians are the best buy in the 
field, about Laconians selection .. . but 
like our friend the chief says — the 
best thing is to play it from Missouri — 
see for yourself, at any one of the 
coming fall shows. Check and compare 
the construction, the styling, the price. 


PPSSA, Hotel New Yorker, 
Rooms 705 - 706, 


or any regional show 








TESTING 


~» | 










Check these advantages: 
DEPENDABILITY 


United's methods of quality control mean greater confi- 


dence in sole attaching through dependable cements. 


BOND STRENGTH 


Supergrip cements are stronger than the materials they 


bond when used properly 


PERFORMANCE 
Hundreds of manufacturers making millions of shoes 


depend on Supergrip Cements’ reliable performance. 








when so much 
depends on so little 


-..depend on 


SUPERGRIP 


Cements 


It's a thin ribbon of cement that 
forms the lifeline of the shoe... a 
cement that’s got to stand up and 
take it... its bond strength, flex- 
ibility and performance determine 


the life of the shoe. 


For added protection when attach- 
ing your soles use SUPERGRIP 
Cements... they're stronger than 
the materials they bond when used 
properly. Shoes cemented with 
SUPERGRIP are tested every day 
on this Scott tester... they're torn 
apart to prove SUPERGRIP 
Cements are consistently reliable 

. reasons why more and more 
manufacturers are switching to 
SUPERGRIP Cements for greater 
confidence in sole attaching ... and 
SUPERGRIP costs no more 
SUPERGRIP gives you greater 
mileage. Actual case histories show 
up to 28° more pairs cemented 
per gallon. 


SUPERGRIP 


Sole attaching cements are products of the 


8B. B. CHEMICAL COMPANY 


United 


SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Military Wants to 
Expand PXs 


No Tax Cuts 





Government encroachment into retailing is stirring up a hot battle in 
Congress. The ruckus is being brought on by the insistence of the Army 
Navy. and Air Force that they have a “right” to engage in virtually every 
type of retail selling. 

Post exc hanges and ship's stores as they are now operated by the 
Army, Navy and Air Force are in every respect big-volume, high-pressure 
modern retail outlets. They have stopped pretending to be simple shops 
handling items of “convenience and necessity” for soldiers and sailors 
They are today full-fledged department stores, doing business running 
into hundreds of millions of dollars annually. They stock children’s wear 
furniture, sportswear for men and women, $60 golf carts, high-priced lug 
eave, and diamond rings. 

PXs have strayed far from the legal boundaries imposed upon them 
by Congress. A typical post exchange of today no more resembles the 
simple “trading post” intended by law than Macy’s resembles a cornet 
drug store. 

Retailers have protested hotly to the Army, Navy and Air Force, but 
in vain. 

The admirals and generals are determined not only to maintain their 
broad beachhead in the areas of retailing, but they also are equally deter 
mined to enlarge it. 

It looks now as though Congress will have to settle the dispute. Army 
and Air Force exchanges are demanding the “right” to sell children’s 
shoes, and unless shoe retailers protest this “grab” to their congressmen 
the government will elbow its way into this new area. Here are the styles 
and sizes of children’s shoes that the PXs plan to stock and sell 

Children’s shoes, sizes 8'% to 12. 


) 


Misses and little boys’, sizes 121% to 3 

Boys’ sizes 3% to 6, 

Growing girls’, sizes 4 to 10. 

If having the government sell these lines of footwear is likely to hurt 
your business, write or wire your congressmen now. If Congress realizes 
the injury being done, they’ll block the new military “grab.” But if there 
are no complaints, the new “invasion” may weaken substantially the struc 


ture of shoe retailing in the United States. 


Congress has turned thumbs down on all plans to cut taxes this year. A 
a result. all existing rates are to remain right where they are 

Proposals before the Senate and the House to reduce the tax rates on 
smaller firms drew strong support from a limited number of Democrats 
and Republicans. When the votes were counted, however, a majority in 
both upper and lower houses line up with President Eisenhower's stand 
for continuing rates at existing levels. The governments urgent need for 
revenue turned the tide in favor of high rates 

It is important to note, however, that leaders in both Senate and House 
are working on long-range plans for tax reduction next year. In the 
Senate. Chairman Byrd, D.. Va., of the Finance Committee, says he favors 
tax relief for small business. And he has assigned his committee staff to 


draw up schedules of proposed lower rates. 


The rate on corporation income (52 per cent) now is firmly on the 


IE EITihtis Newsreel oo ¢ = (continued) 














tax books until July 1. 1958. All federal excises similarly are continued 
until the same date. Reductions in rates applying to individual income 
were not included in the bills before the Senate and House, and hence 


could not properly be debated. 


Budget Cuts Not Likely Indignation over biggest ($72 billion) peacetime U. S. budget is both 
widespread and genuine. Most congressmen are convinced it’s a grass- 
roots protest, not an artificially staged campaign by pressure groups. 

But behind all the protest talk in the halls of the Capitol, congressmen 
say Ike is right when he declares that the people want and demand the 
$72 billion worth of security (all types) the budget provides. 

As a result, theyll talk budget cuts hot and heavy from now until 
June. But when the votes are counted, Ike will get just about all the 
money he’s asking for, maybe more. 

\ll of which means taxes won't be cut this year, possibly not in 1958 
either, 

Insiders on the tax committees say the budget will have to be trimmed 
between $2 billion and $3 billion before any meaningful tax cuts can be 
voted, There’s no real pressure for reductions of this size now. If business 
should slide off sharply, yes. But in reasonably good times like these, 
the necessary ingredients for a major shakedown in revenue rates just 


aren t there —at this time. 


Government Leather and Shoe Falk of cutting the federal budget will have little if any effect upon exist- 
Division to Stay As Is ing government programs to aid the footwear trade. President Kisen- 
hower’s budget for the 12-month period starting July 1 lists no new pro- 
vrams to be undertaken relating to leather or shoes. This means that the 
Leather, Shoes and Allied Products Division in the U. S. Department of 
Commerce very likely will operate in the new fiscal year just as it has in 
the past. 
The Leather, Shoes and Allied Products Division. headed by J. G. 
Schnitzer, is one of the smallest and yet most efficient of all government 
aid-to-industry bureaus. It seems likely that the Congress will vote to 


extend Mr, Schnitzer’s office on an “as is” basis. 


New Leather Use One proposed government program aflecting leather may never get off 


Program Slowing Down the ground this year, however. Its a plan, now in the talking stage at 
the L. S. Department of Agriculture, for finding new and better uses 


for leathers. 

The reluctance of Congress this year to appropriate money for new 
projects is the reason. Many congressmen, sensing the public’s annoy- 
ance at the biggest $72 billion federal budget ever submitted in peace 
time, vow they ll vote “not one penny” for any additional projects, no 
matter how worthy the projects may appear to be. 

The plan to find new uses for leather is part of an overall project 
assigned by the White House late last year to find ways of using up sur- 
plus farm products, 

If lack of money holds up the program this year, the principals in the 
projects are then prepared to file away their proposal until next year. 


| TURN TO PAGE 119. PLEAS! 












: smooth, sugar 

white for small step- 

pers going to big parties. 

Chic overlap on vamp with 
dainty button, also in black 
patent and blue. 


SKIPPER 


. . . @ brown and 

white delight for boys 

and parents alike, smar- 
looking and easy to keep 
clean... a must summer shoe. 











Cduwards 


BAREFOOT 
SANDAL 


ale for ¢-0-0-! Sum 

mer wear, a real shoe 

with seven construction 
features make them a supe 
rior value; in brown, red and 
white. 





EDWARDS SHOES .. . FIT TO BE TIED! 


From the richly tanned hides and on through 
the hundreds of steps performed by our shoe 
crafters to the finished shoe, everything a 
Edwards starts and stops with QUALITY 

This is one of the many reasons why the 
mothers of the millions of children who wear 
Edward hoes come back for new Edward 
hoes again and again . Retailers realize the 
quality that goes into each pair of Edward 
hoes means greater profits for them, too 

This is why we say Edwards shoes are “Fit 
be Tied,” fit to be worn by America’s children 
and fit to be sold by fine shoe retailers all over 


t 


Lo 


the country. 








Comforiable Feet Repeat. 


Comfortable feet are those that walk in for repeat sales—and this feat 
means more volume for you! That’s why it pays to make and sell shoes PG 
cushioned with U.S. Kem-Blo sponge rubber insoles. They’re made to G 
orthopedt pecifications ... absorb shock ...add ease to every step.. 
give shoes that vital “Luxury Feel”. U.S. Kem-Blo insoles assure 
balanced wear, won't mat, pack or shred. Scientifically-gauged 


thicknesses last for the life of light and heavyweight shoes. For 


information and test-size samples—phone or write: United States 


Rubber, U.S. Kem-Blo Sponge Dept., 361 Church St., GS. ® 
Naugatuck, Conn. Tel. No. Park 9-2261. CML 


SPONGE 
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A Cordial Greitation 


to visit rooms 514-515 Hotel New Yorker 


DURING THE 


POPULAR PRICE SHOE SHOW 





Sis, junior, mom and dad... they all go for Tyer’s 


thrifty high-fashion casuals. 


The S« amper, the Seas« amp and the S« ampeze give women 


and virls a de lightful variety to choose from. And now there are 


more of their favorite colors, including Navy. Red, Black. 


The Tver Corsair isa well established favorite with father 
and son. Comes in Charcoal, Suntan, Brown, Burgundy and Navy 


for men srown and Navy for bovs. 


More and more dealers are finding that Tyer footwear 
is made right... priced right for more sales 


Get the facts VoHW and find out for yourself, 


TY ERR 


ANDO e M 


rYER RUBBER COMPANY Footwear Division, Andover, Massachusetts 


Gentlemen: Please send me the latest Tyer Price List on Canvas and Rubber Footwear 





Lawrence 





TURETOP is tanned 


Lawrence Turftop is a soft, deep, plushy leather that 
only your fingers can describe. It’s perfect for the new 
slimmer look of fall fashions! 

Turftop by Lawrence is tanned first for its mellow 
velvety texture... tanned second for long wear. 

You'll like it in chameleon, swiss brown, magnet gray 
and alpine. You'll want to feature its deep black. 
Ask for Lawrence Turftop. A. C. Lawrence Leather 
Company, Peabody, Mass. 
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twice 


rOnC?e_ 


TURF'TOP 


... the better part of better shoes 


















14-373 
Black Suede; 

Grey, Vicuna Pig 
Leather Sole 
















335-21A 
Black Suede; 
Grey, Vicuna Pig 
Leather Sole 


Jeather—treds 


LEATHER CASUALS 


(less than 4 oz. a shoe) 
CUSHION CREPE or LEATHER SOLE 


Vk $4.95 - 5.95 Retailers! 
\ 










R145 
Black, Grey, 
Vicuna Suede 
Cushion Crepe 
Sole 


352-21H 

Black Suede; 
Grey, Vicuna Pig 
Leather Sole 





To spark your sales to the huge teen-age market—nine new feather-light 
sports casuals for every day wear, in the season's best-selling leathers! 
They're the lightest, softest leather casuals you've ever seen, smooth and 
textured, featuring flexible innersoles . . . soft counters and soft box toes 
. .. built-up heels . . . exciting colors . . . popular prices for volume selling. 


IN-STOCK WRITE FOR CATALOG 
PFEIFFER'S, INC., Worcester 8, Massachusetts 
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Now...at the “heart of the : 
Lexide insoling 


For men’s, women’s and children’s goodyear welt, cement lasted and other constructions. Join the trend toward 


lighter, flexible styling with maximum durability by specifying Lexide insoling. Available in pastel colors for 


women’s and children’s insoles. For more information write to us at: Latex Fiber Industries, Beaver Falls, New York. 


@ Latex Fiber Industries 
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FOR CHILDREN - 
#820. Full sizes 8 thru 12 
FOR MISSES 
#720. Full sizes 13 thru 3 





in 3 lovely colors— 





* Superior in quality 
* The best boot value on the market today 


> ogE 6 ee 
y geEK-4. poor i” 
1600 So. Flower Street * Los Angeles 15, California 
Warehouses in New York City and Chicago 


SETTING THE STYLE IN PLASTIC FOOTWEAR 
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alt Now PEEK-A-BOOT fixe, 


a 








High Heel (Shown) #584 | 

Cuban Heel #596 

Flat Heel ............7544 | 

In clear and smoke | | 

Full sizes 4 thru 10 | 
* A boot to fit every shoe | 


_..NOW! 3 Heel Heights | 


© 
* Ankle-flattering fit vk 
— the really stylish rain boot ie 
% Longer wearing — by actual test 
* KEverything’s new— 
from skid resistant heel design 
to patterned uppers 












= = 
t . 
See the all-new Peek-A-Boot line 
PPSSA, Hotel New Yorker. 
— 


If you can’t make the show, 
write — wire — or — phone 
PEEK-A-BOOT, Inc., Los Angeles 15, California 


for complete information. PEEK-A-BOOT rolt-a-way dieptay - 


available free with specified min- 


imum order — many other free sales q 4 
aids 
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“QUILON” adds comfort and durability... 
leather stays soft longer through rough wear 


Today, the trend is toshoes made of leathers ful effects of water, perspiration ... even 
processed with “Quilon” chrome complex. acids. When wet from long exposure to 
More and more manufacturers are recog. water, leather dries soft and pliable. Yet 
nizing the fact that “Quilon” gives shoes the leather breathes! 
values that consumers have always wanted Give the shoes you sell the new sales 
new practicality! appeal and protection of “Quilon’’. Specify 
“Quilon” helps leather resist the harm. leathers processed with Du Pont “Quilon”. 


® 






—— 


as ae | | : 
q Pa IEE mi > [ 


Makes good leather perform hetter 


REG U.S paT OFF 


BETTER THINGS FOR BETTER LIVING 
»»» THROUGH CHEMISTRY 


Lou Get 


by Dodo 


@ Du Pont supplies Quilon” only to tanners, does not make leather or shoes 


Women's all-purpose 
Out-a-Door Boot— 
Lightweight, flexible. Made of vilove 


leather processed with “Quilon”, 
Full-wedge crepe sole. One-piece 
vamp and foot, Steel-supported arch 
Available on an exclusive dealership 
basis from: The Dodson Fisher Shoe 
Manufacturing Co., 255 bk. Kellogg 
Blvd., St. Paul 1, Minn, 


- « 
~——- 


— > poiitte Ge staae | 


.1.DU PONT DE NEMOURS & CO. (INC.), GRASSELLI CHEMICALS DEPARTMENT, WILMINGTON 98, DELAWARE 
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a forty-two round fight was stopped because 


one of the boxers fouled his 


changed - 


opponent... 


Hmes Nei 


Yes, times 
certainly have changed 
Today, it's the carefree, casual 


look that sells in shoes. And that 
. that means 


MOC-ABOUTS° 


for Moc-Abouts are the only complete, 
concentrated line of casuals for men 
and boys. In-stock, nationally advertised, 
volume priced and volume styled. 
So why not step right along with the 
trend — join the 2000 retailers who 
feature Moc-Abouts — the line especially designed for 
today’s casual living. 


See Moc-Abouts at the PPSSA Hotel New Yorker, Rooms 1568 -9 


or write for complete catalog 
MOC-ABOUTS, MANUFACTURED BY NASHUA FOOTWEAR CORP.. 
LAWRENCE, MASS. 


. 
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To All Shoe Retailers: 





HOW OLD IS YOUR 
COMPANY? 


WE NEED THIS 
INFORMATION PROMPTLY ] 
FOR HONOR ROLL OF OLD 

ESTABLISHED COMPANIES 





Is your company 75 years old or older 


(established in 1882 or before) ? 


For the Honor Roll of old established 
companies in or serving the industry 
to appear in the 75th Anniversary is- 
sue of BOOT and SHOE RECORDER, 
mail a brief history of the company 


to 
E. B. Terhune, Jr., Publisher 


BOOT and SHOE 


RECORDER 


CHESTNUT AND 5éth STREETS, PHILADELPHIA 39, PA. 
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GLIDE LIGHT 


Tropical Leather is the right touch... the light touch that 
can replace summer markdowns with a new selling season 


sparked with profitable impulse sales at full mark-up... 
sales that are important to you during the slow warm 
weather months. 


Your selling costs don’t drop off just because it’s summer. . . 
why take a chance on your profits? Last season’s success is 


proof that Tropical Leather gives your customers the smooth, 
soft ease, the coolness, the smartness they want... when 
they want it most... assures you full profit... when you 


need it most! 


The sales appeal of Tropical Leather is depicted in a four- 
color, double page spread in the May issue of Esquire which 
features the handsome new shoe styles by leading manu- 
facturers. 


@eeeseeoeeeee#*e7e#*eee##e#e#e#e#ee#e#e##e#e#ee##e#*# 


This message will reach over five million readers — pdce 
setters in men’s fashions. Readers who look for — and who 
buy —shoes that are news . . . shoes that reflect the quality 
demanded by today’s consumer. 


Leather Industries of America 

411 Fifth Avenue, New York 16, N.Y. 
To give you the utmost sell from your Tropical Leather cam- nena 
paign, Leather Industries of America is offering a compre- 
hensive merchandising kit containing all the ingredients for 
a result-getting promotion. Glide into the profit picture. . . 
mail this coupon, today. 


Please forward your Esquire merchandising kit. 


NAME 


ADDRESS. 
LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, N.Y. CITY __ JONE___ STATE. 
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SMASH TV praggayp FEATURING 


p i 
CANVAS SHOES a A ACTIVE YOUNGSTERS 


1S BUILDING EXTRA SALES! DON'T MISS 
YOUR SHARE! SIZE-IN, RE-ORDER NOW! 














Our stocks are complete to 
give you “at once” service! 





Plus 52 other important markets + A total of 142 TV markets coast-to-coast 


”\, Build traffic and promote sales in your store with the “P-F’’ CLACKER Premium 
AR ms — tie-in offer for your customers, the kids. Order your supply of 


wh ‘ ~~ “P-F’’ CLACKERS from our branch office nearest you. Only 
$10.10 per box of 250 postage prepaid. 


canvas shoes are made only by BEGoodrich and Hood Rubber Company 


Watertown, Mass. 
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© from the od world 
Sa. lo the new... 


IN STOCK AVAILABLE FOR IMMEDIATE DELIVERY 


























ARE, 


* Completely handcrafted formal and informal footwear 


for men... on American lasts to American 
sizes ... combining the artistry of the Old World with 

' } 
| the daring concepts of the New... Unrivaled 
. v t in appearance ... unparalleled for 


comfort ... unequaled for value. Made 


to sell from $25.00 to $29.00 


MODEL 402 
GUANTO 
CHROME SOLE 










MODEL 440 
GUANTO 
CHROME SOLE, 
GUM INSERT 





MODEL 510 

GUANTONE a ee 

LEATHER SOLE CONSTRUCTION, 
FEATURING... 
GUM RUBBER 
INSERT . . 


SEND FOR COMPLETE 


3 LONG WEARING, 
IN-STOCK CATALOG — 


DURABiE, 
COMFORTABLE. 
AVAILABLE IN 
ALL MODELS. 


- is 
Aprice IMPORTS 234 POST AVE., WESTBURY, L.I., N.Y. » EDGEWOOD 4-3228 
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WS S . 


B 


eneath its beautiful cover the June 15 issue of 
Boor AND SHOE 


Recorper will contain the 
greatest collection of shoe facts and predictions 
ever compiled. From the archives of the Recorder 
will contribute its pictorial and commentary; the 
the past will come back to life; the current scene 

future will be visualized in imaginative fashion for 

which the industry’s greatest creative thinkers and 


designers will provide opinions and inspiration. 
54 
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Reserve advertising space now! This 
issue won't become outdated like yes- 
terday’s newspaper. Your advertising 
will live and live because all segments 
of the shoe industry will use their 
copies as guides—today and tomorrow. 


Boot and Shoe Recorder 













BOOT and SHOE 


RECORDER 


NATIONAL VOICE OF THE TRA[ 


JUNE 15, 1957 





A CONCEPT OF THE SHOE INDUSTRY OF TOMORROW 


Everybody talks about the future of the shoe industry. What will it be like? What 
new developments in manufacturing and retailing does it hold? Boor anp SHor 
RECORDER through its great 75th anniversary issue projects the shape of shoes to come, 
how they will be made and sold in the years ahead. 
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a CM eM AST 
-- with SHOE SAVER! 


Everyone who walks into your shop is a prospect for Shoe ; 
Saver, the silicone water repellent that makes shoes shed EE 2 hd ae 
water... and keeps them softer, more comfortable, easier ITIL tT Te : 
to clean. Shoe Saver moves... and moves profitably, *. ai 
at $1.00 per 4 oz. bottle—enough to treat 2 to 4 pairs of ve evk soy 
shoes. Easy to apply! KEEPS YOUR FEET DRY 
Fond 4. 29RP 


- “ werd fe 
—— EE 


6 
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SPORTS AFIELD nationally advertised! 


A timely series of big 2-color ads in these 
° great national magazines will pre-sell your 
Outdoor Life customers on Shoe Saver. 


display-packaged to sell itself! 


Packed 12 bottles to an attractive counter display box 
that tells the whole story. Just place it next to your 
register and watch it sell. Additional point of sale 
display material furnished free of charge. Ask your 





easy to apply! 





NOTICE .. . here's another way 
you can cash in on Shoe Saver- 
finders 

offer it as a service 


. . . side eli h F< 
Display nationally advertised Shoe Saver on your counter and eager dendlvn 


7 ‘ ‘ x home application, you can add a 
make a habit of mentioning it to every customer. 
new service and build extra prof 
Shoe Saver will quickly pay for its space in extra profits. Order its for your shop by applying it 
. . . . fo our to Sh Ss 
from your findings distributor now to get the most out of the big dene leng nenidbe ister 
is available in pints quarts and 


national advertising program behind Shoe Saver. 


gallons for this purpose 





SSSGSEEEEREEEREEEEEEeee 
first in silicones for shoes 


DOW CORNING CORPORATION ~~ Midland, Michigan 


Dow Corning Silicones Ltd., Toronto, Ontario 


DOW CORNING 
SILICONES 
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ivery eye lifts co che shoe 
In grey and beige, a fashion brew 


Of neutrals two, very new 
ROSALIND (vicuna) ALEXANDRA (grey) 
Vodelle and Kid Vodelle and Kid 


Standard Division New Castle Division 
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NOW! A SANDAL WITH 
BUILT-IN ARCH SUPPORT 


WATa Tek 


ARCH-LIFT 








Unique scientific design, choicest materials and master craftsman- 

ship ...these are the reasons why here is truly the finest all-leather 

casual footwear available anywhere. Soles are specially shaped to 

correct orthopedic principles, allowing full toe-room, and are pre- 

molded to follow every contour of the foot in action. Insoles and 

outsoles are cut of choicest oak bends, specially tanned for long 

wear and flexibility. Heels are hand made and wedged under shanks 

for maximum foot support and proper balance. All stitching of 

strong silk, nylon and linen threads. The exclusive built-in 

metal arch supports relieve stress and strain, firmly poy 
support the foot with every step. . ’ 




















95 CUPPED HEEL SEAT 
$5.85 Wholesale. RETAIL $9Q PAIR 





7 ; we 
MADE OF EXTENDED 
Men's sizes over 12, Women's over 10, add 55¢ wholesale, $1.00 retail. SPECIAL , HEEL 
IN-STOCK FOR IMMEDIATE DELIVERY. —_—" METAL ALLOY 
The built-in, hidden arch support Special heel provides extra sup- 
gives firm, comfortable “lift’’ to port under arch. Cup-shaped seat 


H a every step. cradles heel. 
NEW 1957 color selection: NATIONALLY ADVERTISED IN: 


FOR WOMEN FOR MEN 


990 Natural . . Narrow, 3-13; Wide, 3-13 980 Natural. . .Narrow, 6-15; Wide, 6-15 
991A Red... . Narrow, 3-13; Wide, 3-13 981A Black. . Narrow, 6-15; Wide, 6-15 
992 Black... .WNarrow, 3-11; Wide, 3-11 982 Brown . . .Warrow, 6-15; Wide, 6-15 
993 White... .Narrew, 3-11; Wide, 3-11 


FOR CHILDREN 


CHILD'S: 975 Tan; 976 Red; 977 White. .Worrow, 7-12; Wide, 7-12. Ret. $6.95 
MISSES’: 995 Tan; 996 Red........... Warrow, 13-5; Wide, 13-5. Ret. $7.95 
VOUTNSS GOB Fade cccccccccccccccccned Narrow, 2-6; Wide, 2-6. Ret. $8.95 





THE SCHOLL MFG. Go., Inc. «© 213 W. Schiller St., Chicago * 62 W. 14th St. N.Y. ©. 3223 E. 46th St., Los Angeles 
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For Over Half A Century Beckwith has concentrated on shoe style design and the 
development of advanced box toe manufacturing techniques. From this vast backlog of 
specialized experience in serving the shoe industry has come an extensive variety of box 
toe materials, allowing the shoe manufacturer to pick the exact box toe to fit his 
particular needs. 


Now, with Beckwith-Arden’s expanded facilities, streamlined methods and technical 
resources you can be certain of box toes that not only anticipate style trends but are 
thoroughly uniform in production and fully assure impressive performance, 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee © Beckwith Box Toe, Limited, Sherbrooke, P Q., Canada 
Victory Plastics Co., Hudson, Mass. * Safety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhman Co., St. Louis, Miss 


sour 
Dellinger Sales Co., Reading, Pa. * The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc., Milwaukee, Wis 
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Thirty Three's 






In addition to the Pointed Toe 
trend in all footwear, these NEW 
types bring a new and different 


customer to Heydays dealers. 


This NEW line will be shown for 
the first time at the St. Louis and 
Fall Regional Shows. We urge 


your consideration of them... 


Do not look upon these as “Another 
Flat Heel”. There are many individual 
and demonstratable features in these 
NEW TYPES. 





HEYDAYS SHOES, INC., © 2032 tOCcCusT $f. © $T. LOUIS 3, MO. 
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Hersert CANTER of Canter’s, 
Chester, Pa., says: 

“One of the first things a mer 
chant and his salesmen have to sell 
is personality. This is the ground 
work for selling the store’s mer- 


chandise. When the people who 


vel 


Fa 





come into a store like the treatment 
they get, they're going to form a 
real attachment. 

“Since we feature shoes such as 
those worn by factory, plant and in 
dustrial workers, we feel that the 
right kind of a store personality is 
very necessary if you want to insure 
the continuity and growth of your 
business. What generally affects the 
lapses like 
strikes or temporary layoffs caused 
How 


customers always come 


workers also affects us 


by new plant installations. 
ever, our 
back to us for 


They know they can depend upon 


their work shoes. 


us for good fitting shoes. 
“We cooperate to the utmost. We 


April 15, 1957 





open our store at an earlier hour to 
accommodate many workmen who 
like to buy their shoes just before 
reporting for duty. In our fitting 
experience, we found that a numbet 
of workers liked certain additional 


As a 


shoes 


details in shoe construction. 
work 


brought into the store made accord 


result, we ordered 
ing to specifications decided upon 
by our customers and ourselves. It 
worked out to our mutual satisfac 


tion and benefit.” 


Me * ¥ 


Marjorie SCHLESINGER 
DEANE, executive associate, Tobe 
& Associates. New York says: 





| Won. 


“Right now there are 7,785,000 





girls between the ages of 10 and 15 
surely a large enough group to 
warrant spending some constructive 
thought and time on.” She then 
goes on to define the ages more 
specifically, e.g.: 
“A 7-14 is actually a girl from 7 


through 9 or LO years, still shopped 
for by her mother. She is usually 
not terribly concerned with what 
she wears as long as it is similar to 
what her friends are wearing and 
not babyish. She doesn’t want to 


look different. Here begins her de- 





sire to be a real conformist, which 
desire remains with her for the next 
5 years at least. 

“A pre-teen is a girl we define as 
one of 1] and 12, and 50 per cent 
of the girls of 10 and 13. She usual- 
ly enters junior high school at 1] 
or 12 and junior high is therefore 
synonymous with pre-teen. She 
wants clothes that look unlike her 
babyish days and as grown up and 
fashion-conscious as her figure per- 
mits. She shops alone half the time 
and is intensely interested in what 
she wears, so that even when she ia 
with her mother she tries to make 
the final decisions. 


“A teen is a high school girl of 


6l 





14 and 15, plus 50 per cent of the 
13 year olds and another 50 per 
cent of the 16 year olds. She almost 
always shops without her mother, 
sometimes alone, but usually accom- 
panied by a bevy of other teen- 
agers. She wants her clothes to 
look ‘juniory’ and the more sophis- 
ticated she feels in them the better 
she likes them, 

“It is our opinion that the pres- 


ently thriving pre-teen business is 








just another good reason for devel- 
oping the teen department as the 
place for the pre-teen to graduate 
to. There are many pre-teen depart- 
ments constantly increasing their 
volume, growing with the popula 
tion increase. These teens and pre- 
teens are customers none of us 
should lose track of during the age 
period of 11-16. They are the cus- 
tomers you must keep in your store 


for now and for the future.” 


. ” . 


James S. LEGG of Heyday’s, St. 


Louis, Mo., says: 


“Ask any lady you know who 
wears a particular shoe she especial- 
ly likes, ‘Why do you prefer this 
shoe?’ You may have a shoe as 
better 
there may be a dozen shoes that 
will do the same things, BUT 
HER’S DO THESE THINGS BET- 
TER FOR HER! 


your own opinion, her opinion is 


good ot than her choice, 


Don’t stop with 


better. It is straightforward, and it 
is this lady who pays your wages 
and ours too. 

“This customer has also just told 
you the number one advantage of 
any Store, any Factory or any 
Product. It is called CONSUMER 
PREFERENCE. Not to be confused 
with Consumer Acceptance. 

“CA is to CP what an amateur is 
to a professional, an apprentice to a 
master. 

“No amount of money can buy 


srand 


C.P. You 


names do not create it. 


cannot sell it. 
No amount 
of advertising can earn it. Just hav- 
ing a good product does not beget 
it; most shoes are ‘good shoes’ to- 
day. C.P. is absolutely free—but, it 
must be EARNED. 

“The glaring absence of Store 
and Product Personality during the 
highest economy in the history of 
America is why so many shoe oper- 
ations with identical external ap- 
pearances are a pathetic and un- 
necessary flop, while others pros- 
per substantially. 

“Consumers are ignoring the ex- 
tras and buying merchandise again 
(and better quality all the time). 
doing the 


Smarter retailers are 


same.” 


* * * 


KALMAN B. DRUCK, vice-presi- 
dent of Carl Byoir & 
Inc., New York, says: 


“Retailing is in a wholly new sit- 


Associates, 


uation. Sound retail management 
now dictates that the principles and 
techniques of modern public rela 
tions be profitably adapted to de 
partment and specialty store opera- 
tion. It is my contention that 
organized and skillfully used public 
relations can help your store to in- 
crease its profits, step up its volume, 
and solve many of your problems 
that have yielded to no. other 
method of solution... . 

with 


“Retailing is preoccupied 








beating last year’s figures; this is 
retailing’s frame of reference. | 
submit that your stores will have 
arrived at a good level of public re- 
lations when they come to think in 
terms not only of bettering last 
year's volume figures, but also in 
terms of bettering last year’s public 
opinion. 

“Retailers work far ahead of the 


seasons. It is already next Christ- 


in... 
a 19 4 


mas in many buying offices. At 
least, it is next summer or fall, in 
terms of merchandise to be offered. 
But how about next year’s supply 
of people for retail offices, and for 
selling and non-selling jobs? How 
about next year’s fashions in em- 
ployee attitudes toward working in 


How 


year’s willingness on the part of re- 


retail stores? about next 
sources to give your store the best 
possible break ? eee 

“In building opinions and_atti- 
tude, as in lining up merchandise, 


... plan- 


ning that will help create a favor- 


advance planning is basic 


able frame of mind and a willing- 
ness to cooperate on the part of the 
many people important to your 


successful operation.” 


"If that parade had gone ten blocks further, 
| would have died with my boots on." 
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Tue mid-low moccasin front Blucher is a most — pattern, soft grains contrast with smooth calf. Black 
versatile pattern. Many of our most popular styles is fashion right. It is at its best when used in con- 
in both dress and casual leisure shoes owe their — trasting surfaces 

success to it. It finds attractive expression in soft, Stitch-and-turn treatments are high fashion de 
tailored types like this three-eylet Raglan, a par tails and our selection exhibits a masterfully han 
ticularly significant selection because it ineor- dled stitch-and-turn plug treatment. «Soft tailored 
porates so successfully several important fashion treatments are fashion important. Our selection is 
features. a perfect example of the truly soft shoe 


Contrasting surfac es are fashion news. In this For further information write Loor anp Suors Reconver 











Impact of the Tapered Toe 
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Impact on Shoe 


] Evolution of the new ists. The dott | 


















téd ‘lines’ show Post \T948;54, ~ | | 
last. The solid tines shop Ved changes t 
from this outline, { 
r >- + = - 
; 
| 
| 
| 
‘ 
fecepted last for back. Short Spanish point, Extreme point, 1956-57. Vew tapered toe, 1956. 
less shoes and sandals, 1954. Full ball measurement. Full width, full swing. 
Fnlt tast maasurement, 
The new fall, 1957, length. As long as five years ago shoe designers hegan sending 
ened, pointed toe last. The up trial balloons, testing new last shapes with more pointed 


dotted lines shou ws coin- 
‘ inlence with / u“ i] last 
measurements, 


toes, longer foreparts, New tapered toe effects were given 


ontinuous fashion testing. notably the Maxine, which now 





hecomes the basic shape for modified tapered lasts. Newest 
last shapes now at high fashion level are more elongated 
than ever, but pointed toes have been gentled down to 
show less sharpness. 

Manufacturers with experience in working with new 
wood have found that it is not merely a matter of putting 
in the new lasts and continuing as usual. Not just the lasts 
alone are changed to gain the new elegance, slenderness 
and delicacy of new shoes. All specifications for making 
must be changed too, to gain in lightness and softness. The 
new lasts are made for modern cement constructions 
primarily. But they must give the effect in finished shoes 
of the soft turned shoes of 1920. Everything possible 


[TURN TO PAGE 124, PLEASE] 
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More swiftly than any one in the shoe industry could have anticipated, a revolutionary 
change in the shape of a new last silhouette is taking over in all segments of women’s shoe 


production, from top levels to popular prices. 


CAM Blond 















BERGDORI 
G@DMAN 


STH AVENUE AT Gath S 


PLAZA 9.7600 


Impact on Shoe Selling 


\ First step in selling new tapered toe lasts is acceptance 
of the new style by your sales force. In a period when 
radical changes such as this are first introduced, there is 
often complete rejection of the new, based on fear that 
more time will be consumed in selling it. Sales may be 
lost in an attempt to sell something entirely different 
Retail salespeople have already been exposed to short, 
pointed lasts and to various expressions of the Maxine 
last. In many stores it is the sales force that has been 
most enthusiastic over these new styles as powerful sales 


stimulants. These sales clerks are ready to sell the new 
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Tapered toe cross-strap from Lipare. 
DOrsay pump with tapered toe and latest 
shaped heel from Delman. 





High tongue, tapered toe pump from 
Margaret Jerrold. 






SALES TRAINING 








Applied Shoe Fitting 


Techniques for 


e 
» 


Women’s and Children’s Shoes 


I a previous article we mentioned and desé ribed the 
various measuring devices and how to fit a man’s shoe. 

However, when it comes to measuring and fitting 
women’s and children’s shoes we must use a different 
approach. Women’s shoes are shaped differently. There 
is the problem of heel heights and weight distribution 
hecomes more important, Of course, the basic steps in 
fitting are about the same for all types of shoes but 
there are variations in methods and recognition of 


correct fit. 


MEASURING AND FITTING WOMEN’S SHOES 


1. Seat the customer with some appropriate comment 
and remove both shoes carefully. Mishandling of old 
shoes can create bad feeling which might hinder the 
subsequent sale. Since more women have difficulties 
with their feet than men, you might be more apt to 
irritate their corns and callouses by not using proper 
care in removing the shoe. 

2. Make sure that the hose is not too short. Since 
women generally wear nylons (which are non-porous 
and do not permit perspiration of the foot to evap- 
orate), it becomes imperative that the customer have 
enough room to permit complete freedom of the toes. 
Otherwise, any shoe that is placed on the foot will be 
uncomfortable. 

3. Check the fit of the old shoes for wear. Thus, you 
might be alerted as to how to proceed with fitting a new 
pair. Never tell the customer that the old shoes were 
misfitted or of poor quality. Such statements might 
antagonize your customer and make it more difficult to 
conclude a sale. It may, however, be wise to question 
the customer as to whether her old shoes gave her 
comfort. 

Do not ask the customer what size she wears and 
then proceed to look for the size requested. You would 
then be missing your big opportunity to demonstrate 
your showmanship, which indicates to the customer that 
you are extremely anxious to fit her properly. Even if 
she volunteers the size, you should go through the 
motions of measuring her feet. Of course, while check- 
ing the wear of the old shoes, you might casually glance 


at the size of the old shoes without making it too obvi- 


66 


ous what you are looking for. By determining the size 
of the worn shoes you will be in a position to compare 
it with the size you obtain on the measuring device. 

1. Measure both feet as described in the previous 
article. | repeat, even if the customer volunteers her 
size, measure both feet anyhow. This will help create 
the proper confidence in you. While measuring both 
feet, note any great change of size when seated and 
then standing, so that you will be in a position to 
determine if there is any noticeable elongation on 
weightbearing. If there is undue elongation, special 
consideration will be necessary in determining the 
proper shoe size. 

In the case of women’s shoes, due to the difference 
in types of footwear worn as well as the styles and 
shapes of their shoes, I feel that a more accurate mea- 
surement can be obtained if the determining size is 
obtained while standing, especially in shoes with heels 
of 14/8 and higher. 

Also note whether the second toe is longer than the 
first and which foot is longer, if there is a difference. 

>. Observe the type and shape of the foot being 
fitted, 

(a) Note the height of the foot in the region of the 
big toe. If there is a great deal of height in 
this third dimension, it is important to fit this 
type of foot with a shoe of the correct last or 
with a regular shoe that will be wider than the 
width calibrated on the measuring device. 

(b) Fleshy feet may need to be fitted wider than 
measuring devices indicate. Many times they 
are also fitted longer. 

(c) A bony foot that elongates may be fitted any- 
where from one half to one and a half sizes 
longer than indicated on the measuring devices, 
as well as in a narrower width. For example, 
if a woman measures for a 6B, you might find 
that she wears a 7144AA. Do not tell her that 
she was fitted too long. Her foot might elongate 
to a point where the only comfort that she will 
receive is in this longer, narrower shoe. 

In these unusual cases we always find that the 


customer tries to “catch” the salesman off guard 
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This Is the Fourth in a Series of Sales Training Articles. In This Arti- 


cle the Fitting of Women’s and Children’s Shoes Is Discussed. Partic- 
ular Reference Is Made to the Details of Measuring the Foot, Observ- 
ing Its Type and Shape, and Determining the Proper Fit of the Shoe. 


by asking what size she wears, knowing full 


well that she does not wear the size she mea- 


sures. Always be on guard on these occasions 


as she probably wears a 714AA while only 
measuring 6B. Never make a definite state- 
ment as to her size. Tell the customer that a 


particular last, shape and pattern of shoe may 
require her to take anywhere between six and 
a half and seven and a half. In that way you do 
not commit yourself to any one size. In fact. it 
is never wise to insist that a customer wears a 
definite size because you may be embarrassed 
if the last and shape of the shoe she desires do 
not fit properly in the size you insisted on, but. 
instead, require another size. You just lose that 
much face as well as customer confidence. 

A short, stubby foot usually has a good deal of 
height and should be fitted to as roomy a last 
as possible with a broad toe. 


People with high or low insteps should be fitted 
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HELFANT, B.S., M.S., L.L.B. 
Marketing and Personnel Training Consultant, 
Coordinator of Courses in Shoe Fitting and Shoe 
Therapy, City College of New York, Lecturer in 


Business and Merchandising, Brooklyn College 


by SEYMOUR 


Sales, 


as closely as possible to shoes accommodating 
these Ly pes 

(f) Elderly people usually like to be fitted too large 
Do not become unduly excited if an older person 
insists that the shoes are tight even it you know 
that they are fitted properly. In these cases fit 
larger than necessary. 

characteristics of the 


A heavily 


built person should normally be fitted to a sturdy shoe 


6. Determine the physical 


person to be fitted from the way she walks 


if her tread is on the heavy side, although many heavy 
their feet 
that might be fitted to a lightweight person The mode 


women are very light on and can weal 


rURN TO PAGE 123. PLEAS! 
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In its newly remodeled downtown shoe salon for 
women and children, the May Company, Denver, ap- 
peals to the ¢ ustomer’s aesthetic sense as well as to her 
desire for comfortable and easy shopping. Increased 
sales and a steadily growing list of customers are the 
results. There are 85 fitting chairs for women and 42 
for children. The department always appears humming 
with activity. 

\ receptionist’s desk has been placed at the entrance 
to the department just between the women’s and chil- 
dren's shoe sections. The customer is immediately 
vreeted upon entering the department, her wants are 
learned and she is led, as if a special guest at an im- 
portant function, to a fitting chair and turned over to a 
salesperson. 

“Shoe-fitting and shoe-buying are important func- 
tions and we try to make the customers feel at home 
the minute she enters our department,” said Harry 
butler, buyer of women’s and children’s shoes and 
casuals for the May Company’s downtown and sub- 
urban stores. Two desks for writing checks or gift 
certificates are conveniently located near the fitting 


chairs and displays. 


68 


Aesthetic 
Appeal 


om: Women's 


by VIVIAN ANDERSON 


The May Company, Denver, Increases 
Sales with an Unusual and Attractively 


Remodeled Salon. 


Harry Butler, women’s and children’s shoe 
buyer, displays a sandal beside one of the 
unusual old French “bird cage” displays. 





An old French quarters atmosphere has been created 
in the unusual and attractive salon. Citron and rose 
have been combined in the women’s section, mist blue 
and rose in the children’s department. Set against 
citron tinged grasscloth wallpapered walls are “con- 
versation” pieces for the customers—white wrought iron 
bird cages extending to the ceiling. These were made in 
Denver after an old French grapevine design. The 
lighted cages can display as many as 24 pairs of shoes 
with coordinated handbags without an appearance of 
crowding. There are three of these displays in the 
women’s section. The entrances to the offices and the 
stockroom are curtained in attractive block print linen 
in a tree design. The semi-bleached walnut fitting 
chairs for women have been upholstered in_ soft 
“Vicrtex,” simulating mellow leather, and alternating 
the citron and rose tones. The children’s fitting chairs 
are like those in the women’s department but they 
alternate blue and rose colors. 

Stockroom space has been increased by 20 per cent 
by the addition of a balcony which is easily accessible 
to the sales people. 


Children’s shoes are displayed on one pegboard wall 
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IMPORTANT 














Children’s shoes are in one section of the salon. Mothers can buy their own shoes while shopping for their 


with alternating squares of white and citron tones, and 


on a circular-tiered display rack in semi-bleached wal- 


nut. The same wood and pegboard are combined in 
larger three-sided and tiered racks for shoe and bag 
salon. 


display at the entrance to the 


casual, slipper and handbag bars topped by the white 


Area light- 


wrought iron motif used in the bird cages. 


ing has been increased through the installation of four 


A receptionists desk is at the right of the en- 
trance to the newly remodeled women’s salon. 


Adjacent are 


—_— 
7 


; 4 
¢ sy ri 


children 


circular ceiling fixtures, each 22 inches in diameter 


Columns have been mirrored and mirrored panels have 
been set at intervals around the walls 

“Lnusual and large displays of shoes are essential to 
have ac hieved 


Butler 


we believe we 
said Mr. 


pointing to four-tiered shadow boxes set in two more 


the selling of them and 


maximum display from our space, 
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The handbag bar is adjacent to the shoe depart 


ment, Many matching bags are also displayed 





STEVEN J. JAY 


SELLING nickel, dime and quarter 
shoe findings presents no particular 
problem to retail sales people. Today’s 
consumers accept those pric es as stand- 
ard, But when you are selling findings 
that retail from 50 cents up, the shoe 
foot. It takes 


than the traditional wrapping counter 


is on the other more 
suggestion to convince a consumer he 
needs the higher priced item. 

At I yfe'’s, we re ognized and solved 
this problem back when the first fifteen 
cent polish and ten cent laces were in 
troduced, Perhaps it was fortunate we 


did for what we learned then is fun- 


damentally the same sales approach 


Seasonal exhibits that combine merchan- 
dise with findings and sundries are an 

°. 6s ” 
important part of Fyfe’s “follow-through. 


Shoe Findings . . 


I'yfe’s, Detroit, Learned to Sell Higher Priced Finding 
Items Years Ago. The Same Technique Works Today. 


that helps us sell findings at 79 cents, 
We call it 


the “follow-through” sales program on 


89 cents and $1.00 today. 


technique. 

In retailing higher-priced finding 
items, we regard the sale of findings 
as an auto salesman regards auto ac- 
cessories. Sell the shoes first, then the 
accessories. And incidentally our “fol- 


low-through” sales program also in- 
cludes the use of newspapel advertis- 
ing, p.o.p. displays, and seasonal win- 
dow and interior exhibits. 

But even before accepting a high- 
priced finding Silicone Shoe Saver 
with its $1.00 price tag, for example 
we subject it to the most objec tive test 
we know of. Each of our salespersons 


is asked to use and evaluate the prod- 


by STEVEN J. JAY 
President, R. H. Fyfe and Co., 
Detroit, President, National Shoe 
Retailers Association 


uct. If their joint experience and the 
potential profit margin convince us the 
product has merit, we stock and recom- 
mend it to our customers. 

Assuming that we have accepted a 
new finding, that it is included in own 
regular advertising, and that it is well 
for 


“follow - through.” 


displayed—then it’s time oul 


salesmen’s Using 
the Shoe Saver example again, every 
within easy reach of a 
After he sells a pair 
of shoes, he hands the customer a bot- 


— ou 


wisely in 


salesman is 


counter display. 


tle of Shoe Saver and observes: 


have invested your money 


purchasing quality merchandise. Here’s 
[TURN TO PAGE 12], PLEASE] 
Point of purchase displays back up the 


salesperson with exhibits of findings 
that complement the footwear. 
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Accessories and Findings 


r ‘ ’ J . . . ‘* . 

I'he Shoe Store Is Still the Best Outlet for Accessories and Findings, 

in the Opinion of Manufacturers and Wholesalers of These Products, 
But Such Items Are Not Reaching Their Full Sales Potential. 


How do the manufacturers or wholesale distributors 
of shoe accessories and findings feel about the sales 
job being done with their products in shoe stores. THE 
Boot AND SHOE RecoRDER prepared a special ques- 
tionnaire for this group. Here is a brief summary of 
their opinions: 

(1) The majority of manufacturers and wholesale 
distributors of accessories and findings don't feel that 
their products are reaching their full sales potential in 
shoe stores, 

(2) Despite the entry of various “new” types of 
outlets for these products (supermarkets, drug stores, 
etc.), the shoe store is still regarded as the best type of 
outlet. 

(3) Laxity is regarded as the main “fault” in the 
failure of shoe stores to achieve full sales potentials in 
accessories and findings sales. 

Here are the questions posed to this group, and the 
consensus of answers received. 

Question 1: Do you believe that the average shoe 
store does a good job of selling and merchandising 
with your kind of accessories or findings? 

The replies: 71 per cent say no, 29 per cent say yes. 
Here are the chief “faults” cited by this group: 

Lack of selling effort by store and salespeople alike 
in general, a laxity, though numerous stores are ex- 
ceptions. 

Lack of display space—or use of old, ineffectual dis- 
play fixtures. 

Lack of suggestive sales training or definite policies 
by store management. 

Lack of promotion and advertising. 

Most of the answers fell somewhere within the above 
four points. It’s interesting to note that the retailers 
themselves agree on most of these points. 

Question 2: /f a shoe store does a $100,000 sales vol- 
ume over-all (all merchandise combined), what per- 
centage of those sales do you think should consist of 
accessories and findings? 

The percentage range is very wide because of the 


variety of types of accessories and findings. For ex- 





A report on what retailers think about the role that 
accessories and findings play in the retail shoe busi- 
ness appeared in the issue of April 1. 
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ample, handbag and hosiery producers gave a higher 
percentage than did makers of shoe polishes or shoe 
trees. On an average, however, five to eight per cent 
total shoe store 


was the range agreed—Ahe share of 


business that should be accounted for by accessories 
and findings. This group thought it should or could 
be higher for some stores, such as better grade shoe 
stores, or chains, or special-service shoe stores, 

Question 3: For your type of product, what are the 
leading types of retail outlets in terms of sales volume? 

For handbags, shoe stores rated approximately third 
(preceded by specialty shops and department stores). 
Hosiery ran in about the same position. Foot-aids do 
best in shoe stores, as do shoe polishes, shoe trees, 
laces, etc. 

Question 4: Do you find your type of product being 
sold less in shoe 1940 or 


1947? That is, are other kinds of retail outlets becom 


stores today than, say, in 
ing more important to yous 

An overwhelming 97 per cent said no, with only three 
per cent saying yes. In fact, many of these wholesale 
distributors and manufacturers emphasized that the 
shoe store is more important than ever as an outlet. 
However, the supermarket has made some major strides 
as an outlet for some of the shoe findings. 

(Juestion 5: What do you suggest that the average 
shoe store can or should do to build its sales of acces 
sorties and findings? 

The large majority of replies gave prominent posi 
tion to more and better sales training in suggestive 
Most see 
this as both the top problem and top opportunity. Many 
of the that in 


their opinion accessories and findings sales could be 


selling by shoe stores and their personnel. 
£ DY | 


manufacturers and wholesalers stated 
boosted from 25 to 60 per cent in shoe stores via more 
personal selling effort at the direct customer level. 

More and better display of accessories and findings 
also got frequent mention. 

Many mentioned the need for stronger incentives for 
retail salesmen to push these items. However, in this 
regard emphasis was on incentives provided by the 
store, such as special sales contests, better PM or com 
mission arrangements, etc. 

More frequent advertising and promotions locally 


was also mentioned. 


7I 





Frank Forthoffer 


A SIMPLI 


the result of 30 years 
oped by Van Sickle’s 
lorthofle: 
essential to operation of the business. 

The system handles a stock of 12,000 pairs of shoes 
take a 


week, now takes eight or ten hours. Only two employes 


and eflicient: perpetual inventory system, 
trial and error, has been devel 


Middletown, New York. 


owner of the store, considers such a system 


lirnest 


eoods. Inventory, which used to 


ind rubber 


ire needed and there is no interruption of business. 
Formerly 


to take 


all of the store’s ten employes were needed 
inventory 
The perpetual inventory sheets are 14 by 17 inches 
and are kept in two post binders. A quick examination 
vives an accurate indication of stock and shows slow- 
moving items. The perpetual inventory sheet has spaces 
in the upper right-hand corner for the store's stock 
number, the maker’s name and stock number, the color 
and description of the shoe, wholesale and retail price, 
with space for any comment. 

Phe upper half of the sheet is a large size chart for 


sizes 2'4 through 134% and 1 through 3; widths from 
sA to 3E. This provides for children’s, women’s and 
men’s size runs. Inventory is entered in red on the size 


chart and later additions to stock are entered in black. 
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mp 


General Manager, making an entry on a receiving form. 


Daily sales are marked off as indicated on the sales slips. 
The bottom half of the sheet is divided 


through 


across the 


top into twelve months (February January } 


and vertically for 31 days. The store is on a fiscal year 


starting February Ist. Spaces are provided in each 


monthly column for “on hand,” “receipts.” and “sales.” 


\ small summary chart is included on the form for the 
accumulated data. 

With this system each style has its own sheet and the 
entire history of the receipts and sales of each shoe, 
slipper or pair of rubbers can be seen at a glance. 

Phe records are kept for two years and then destroyed. 

These individual shoe records are transferred at the 
end of the month to a summary sheet which shows the 
inventory, receipts and sales of each classification in 
the stock, 
hose. men's shor Ss. women’s shoes, children’s shoes, slip- 
Yearly 
quick reference as to the ups or down in sales for as 


Van 


such as men’s hose. women’s hose. children’s 


pers, rubbers, arctic and tennis. charts give 


the case ol 
1937. 


many years as records are kept. In 
Sickle’s. these records date back to 
In the system there is also a receiving form which 
by 14 inches and is also loose leaf. 


{ pon the 


[TURN TO PAGE 122, PLEASE | 
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Without Records 


99 


asks 
ERNEST FORTHOFFER 
Van Sickle’s, Middletown, N.Y. 


The receiving form. Records are kept on this form of all goods as they come in. 
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This Progressive Retailer Has Developed a System That En- 
ables Two Employes to Take Inventory in Eight to Ten Hours. 























24| 3/34] 4/44| 5 |5+) 6 | 64] 7| 74) 8 | 84] 9 | 94) 10/104) 11 [125/12 [124] 13 ]134] 2} ad] 2; 2H, 3] | 
3A aA 
2A | j 2A 
A A | 
B | 
C 
D 
E Pel | 
2E | | f 
3E t 
2+| 3134/41/44) 5154] 6 | 64] 7174] 8/84] 9 [95] 10/105) 11 111 | 
[FEB MAR, |” [APRIL[ MAY [ [JUNE] JULY | [AUG TSEPET | OCT] NOV. [ [DEC [JAN 
| - . . Pe | | 
| | | +4 
| | 1Lt 
| a 
-| | «| 
7 | | tT } } 
| 1 } ; | | } } 
} | } +4 } 
= = 1] | 
| | } } | ] | 
| ce | Jo] 
} i | } 4 
| | Pet 
| | } 7° j 
a 
} | 
| | j —4 | | 
i to] 
} eo ao 
| 4s] {| : 
} ra mm - 
| | | ic } } | | 
} = | fe 
| | | | i } 
co | | | 14 = 
io js 1] [| I. 
| =] =] = 
A perpetual inventory sheet. These sheets measure 14 by 17 inches. 
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ANNUAL 
FALL SHOWING 


APRIL 
27-30-1957 





ox ffous Labels ...... Marks of Distinction In Fine American Footwear 
THE MOST EXCITING 


PACKAGE FOR YOU... 


At the X 


ST.LOUIS SHOW SSI 
APRIL 27-28-29 / 


























Marks of Distinction In Fine American Footwear 























(=) Brown Shoe Company 


St. Louis ... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes * Official Girl Scout Shoes 
Life Stride * Naturalizer * Pedwin * Propr-Bilt * Risqué * Robin Hood * Roblee * Westport 
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e* 4 Labels Marks of Distinction In Fine American Footwear 





High style that sells on sight 


Superior quality that means repeat business 


EXTRA LONG MARK - UP 
that assures 


EXTRA PROFITS 


PENNANT Shoe Company 


DIV. OF INTERNAT ONAL SHOE COMPANY 


LOUIS 3, MO 


ART A. KUHNERT 
EDWARD C. THORP 
PERRIE J. SMITH 
ARTHUR C. YUKON 
RAY W. BELL 
WYATT H. VIRGILIO 
JESSIE W. DREW 
ED ROGERS \ 
yal 
Be sure to see Pennant... 
the most profitable line at the show 
APRIL 27 to 30 
ST. LOUIS, MISSOURI 


SHERATON-JEFFERSON HOTEL 


Rooms 339-341-343 
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Voung Shoe Fashions © GARDEN ROOM + LENNOX HOTEL © APRIL 27-30 






“fandango’ suoes the original 

FOR THE YOUNG AND SMART i \) WN R 
sia WTLe a, | 

Ie shoes 





GIRLS SIZES 
8-12 


YOUNG MISS SIZES 
12-4 






y 











MERCURY SHOES ° St. Louis, Mo. DEB SHOE COMPANY = St. Louis, Mo. MERCURY SHOES « St. Louis, Mo 
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Oven ibod y hac pc intS... But... 


MAIN POINT 


The Most 


EXCITING 


STYLES 


are by 


These 


3 Leaders! 


We'll Be Seeing You At The Regional Shows, Too! 
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NAMES 


your customers know 


SHOES 


your customers want 


y | 


NATIONALLY 
ADVERTISED 
IN LEADING 
NOT .VALy | ate) 


SEE THEM 


ST. LOUIS SHOW 
Hotel Sheraton Jefferson 
April 27-30 


ST. PAUL SHOW 
St. Paul Hotel 
April 27—May 1] 


ATLANTA SHOW 
Henry Grady Hotel 


_ May 5--8 


DALLAS SHOW 
Boker Hotel 
May 5-8 


NEW YORK SHOW 


Hotel New Yorker 
May 5-9 


17 THE SHOWS 














COLUMBUS SHOW 
Deshler-Hilton Hotel 
May 5-7 


DES MOINES SHOW 
Hotel Fort Des Moines 
May 5-6 


LOS ANGELES SHOW 


Alexandria Hotel 
May 12-15 


INDIANAPOLIS SHOW 


Severin Hotel 
May 12-14 


DENVER SHOW 
Albany Hotel 
hy ae | 


WOHL SHOE COMPANY - SAINT LOUIS, MISSOURI - A Division of Brown Shoe Company 
















4p 
wae oe” 6AeeS 4... Marks of Distinction In Fine American Footwear 


necoquized by women as the ttlandard 
o STYLE and QUALITY 


Consitiently Nationally advertised in 


your trading area during 1956 in — 








vo w 
be Sey Charm Ladies Home Journal 
Better Homes & Gardens McCall's 
Cosmopolitan Redbook 
Glamour Vogue 


Harper's Bazaar 


11th 


$ bf ANNUAL 
FALL SHOWING 


ST. LOUIS SHOE 
MANUFACTURERS 
ASSOCIATION 





| yy LENNOX 
\ HOTEL 


APRIL 27th + 30th, 1957 










Mezzanine Floor Rooms: 


¢ Fountain 
« Lawn 
¢ Forest 


‘ \ “Frame” 


...Fall’s smartest shell pump 
—delicately thinned at the top line 
with petite gold piping 


TWEEDIE FOOTWEAR CORPORATION © JEFFERSON CITY, MO. 
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(VV VY 
DISTRICT SHOE 


MANUFACTURERS 
TO DRAMATIZE 


+ 


fashions Point 


“The red carpet is out At St. Louis’ Eleventh 


OU Is 


{nnual Fall Shoe Show. 
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shoe retailers from border to border and coast to coast are most cordially invited 
to attend a display of St. Louis’ outstanding nationally advertised brands of foot- 
wear for men, women and children. 


Members of the St. Louis Shoe Manufacturers Association are ready to extend a 
warm reception in their display rooms and offices April 27 through 30. 


We are sure your visit will be both profitable and pleasurable with the wealth of 
new fall merchandise carefully designed with built-in fashion, quality, value and 
consumer appeal. 


The steady and continued growth of the St. Louis shoe market is the result of 
your confidence in good quality footwear backed by a solid merchandising pro- 
gram. Make your plans today to be with us the week-end following Easter. The 





; nial ~ 
red carpet is waiting for you. 


ROBERT G, 
President St. Louis Shoe Mfrs. 


A TOSSED pebble creates ripples that sometimes go un- 
heeded. But when ripples broaden into great waves, their 
depth and importance make people sit up and take notice. 
St. Louis shoe styling is like a ripple that has turned into 
a wave, constantly widening in consumer acceptance, St. 
Louis fashion’s point is recognized today as significant. 

The growing reliance on the city as a center to be 
trusted in the shoe fashion world springs from a theory. 
Arthur H. Gale, executive secretary of the St. Louis Shoe 
Manufacturers Association, sums it up by saying: “Manu- 


the knack for 


evaluating trends as they come out of the fashion picture, 


facturers of footwear in area have a 
then interpreting these trends in terms of the needs of the 
pair-after-pair customer.” 

“Call it middle-income class, or price-action, or volume. 
Call it what you will, this class of buyers is enormous and 
growing. It is active and style-responsive. It is constantly 
placing its buying emphasis on quality standards, what 
the shoe industry calls ‘value.’ Season after season, year 
after year, the class is leaning more and more heavily on 
the footwear styling coming out of the St. Louis market.” 
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The ability of St. Louis shoe producers to translate 
fashion into livable, lovable pairs of value-packed foot 
wear has whirled St. Louis styling into even deeper waves 
of importance. 

Take the pointed toe, for example the Edwardian look. 
The extreme of the look has been translated by St. Louis 
manufacturers into terms any understand 


woman can 


What she can understand, she will buy. And so it 


vOes 
prot 


through patterns, colors, leathers, heels and ornamenta 
tion, St. Louis brand name shoes speak the language of 
the many, not only of women, but of men and children 
also. For the missy minded, St. Louis styling is paramount 
In men’s footwear, midwest producers helped pioneer the 
lighter weight, more casual types that in the last two 
vears have changed men’s thinking and buying habits at 
the fitting stool 
In promotion, especially, Missouri manufacturers have 
come to the front-—and are staying out there 
“The promotions staged by individual retailers get a 
boost, a lift, a valuable impetus from the intensive, year 
[TURN TO 112, 
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from the drawing board of 


baie Te Crdelf 


—creator of the American look 


See new McCARDELLS 


at the St. Louis Show 


STATLER 
HOTEL 


TRIMFOOT COMPANY 


Trimfoot Terrace 










Farmington, Missouri 

New York ¢ 628 Marbridge Bldg 

Dallas ¢ 6-133C Merchandise Mart 
Seattle ¢ 224 Terminal Sales Bl 


Los Ange les ¢ 756 South Bre Vay 
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there is the 


NEW 
LOOK 
FOR FALL 
IN 


Vitality 


hoes 


famous 
for fashion 
and fit 


$1010 $13 


and Vitality Wanderlust 
Shoes from $8.95 


SEE THE NEW FALL LINE AT THE FOLLOWING SHOWS 


St. Louis « Hotel Jefferson 
New York + Marbridge Bldg. and Mc Alpin Hotel 
St. Paul Seattle Los Angeles Dallas 
Atlanta Indianapolis Boston Des Moines 
——* Kansas City Detroit 
Vitality Shoe Co., Division of international Shoe Company, St. Louis, Mo. 
New York Office: Room 912, Marbridge Bidg., 47 W. 34th St 


April 15, 1957 
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it's New --Iit’'’s Dramatic - 








Tweedie 






Carmellete —— Tur point has been made! No longet 
is it a retailer-consumer question of 






























whether or not to buy the slim toe 
it is a matter of what degree. 

The St. Louis point of view is 
summed up this way: The showing of 
the extreme point sells the pin-point 

. the showing of the pinpoint sells 
Peacock the more tapered toe... the showing — [jtality 
of the tapered sells a modified version — 

. the modified now makes little o1 
no impression and the value of the 
rew fashion concept is lost. In other 
words, to create an acceptance at one 
level virtually depends upon the pres- 
entation of the more extreme for com- 
parison’s sake. 

Pinpointing the St. Louis viewpoint 
further, even the so-called middle-of- 
the-road manufacturers feel the more Risque 
tapered toe will be a widespread level 
of volume for fall, with extremer ver- " 
sion catching on fast with the retail- ty 
ers who promote it enthusiastically. 

The St. Louis point of view isn’t just 
talk... it is drastically backed by the 
thousands upon thousands of dollars 





that have been invested in new wood. 


Two to four new lasts are being intro- 







duced per line for fall . . . these in 


) 


Heydays 





ashions Point for Fall 
it's Slim and To The Point- 


Life Stride shel Johansen 
f addition to lasts that were purchased 


for spring. Comments widely heard in 
the market say. in effect, “No sooner 
do we have a last we feel is tapered 
enough than another comes along to 
make it seem obsolete.” 
And the conclusion seems to be... 
lake the plunge, or should we = say 
Deb make the point. Make the today’s shoe Barefoot 
wardrobe of every woman obsolete Originals 
and sell her a new wardrobe based on 
the pointed toe—in flats, on demi-heels 
and on slim, high heels. A successful 
first sale to the consumer on new wood 
is the key to a bright era for shoe re- 
tailers, 

To point up the new shape of shoes, 
the pump silhouette is the featured 
fashion .. . restrained ornamentation 
the rule. To accentuate the fluid lines, 
designers have used thin, graceful 
heels, straight sidelines, high riding 
throat treatments, ties and delicate in 
step straps. 

In other-than-the-pump categories, 
there is firm belief in the walking san- 
dal for street wear, and in the bare- 
hack for evening. While many of the 


harebacks are designed with bare 
fecent 
[TURN TO PAGE 120, PLEASE | 
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Smartest Footwear_ Anywhere 


SMARTEST STYLING, CRAFTSMANSHIP, PRICING 


4 a SEE US...ST. LOUIS SHOE SHOW 
te ‘ Te April 27, 28, 29 and 30 - Statier Hotel, Room 218 


\arite ferry cure 


PETERS, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MISSOURI 


ae 
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Above, the Charm and, below, the 
Bandoleer, the two biggest-selling 
Soft Pedals, are being stocked more 
heavily than ever to meet the con- 
stantly growing demand for them 
A revolutionary line of Soft Pedal 
nurses’ shoes will include the 
famous Charm and Bandoleer 


To be seen at the Sc. Louis 
Shoe Show, Room 204, 
Statler Hofel, April 27-30, 
both the expanded new 
Sofe Pedal line plus the 
complete Queen Quality 
line, featuring all the big 
selling patterns and the latest 
fashions in the $8.95 through 
$12.95 price range 





1957 





Latest fashion detailing adds 
to the feminine and pretty 
look in this new group of 
soft-construction pumps 
on 14/8, 16/8 and 18/8 
narrow-toe lasts in tex 


tured and smooth leathers 


(Advertisement) 


QUEEN QUALITY 
EXPANDS SCOPE 
OF FAST-MOVING 
SOFT PEDALS 


By R. A. Black 


St. Louis, Mo.—-Soft Pedals, the 
soft, flexible, lightweight shoes by 
Queen Quality that have been growing 
in importance by leaps and bounds 
since their introduction several seasons 
ago, are adding an exciting new group 
of high-fashion designs on entirely 
new 14/8, 16/8 and 18/8 narrow-toe 
lasts. In addition, the same successful 
design principle has been applied to 
nurses’ shoes and these, too, will make 
their bow in the fall line. 

Two of the Soft Pedals, the Charm 
and the Bandoleer, are the biggest sell 
ing patterns in the entire 59 years of 
Queen Quality’s history. In addition to 
being featured in other magazines, they 
appeared in a double-page spread in the 
March issue of Charm magazine, with a 
retailer listing of 369 names. There 
were many more customers who bought 
Soft Pedals, but this number bought a 
spread of both sizes and colors on 
Charm and Bandoleer. These retailers 
tied in with the national promotion of 


| these two shoes with a proven merchan 
| dising plan that has been used with 


outstanding success in department 


| stores, shoe stores and specialty stores 


across the country. 

Proof of the success of this promo 
tional blueprint lies in the fact that, 
on the basis of reorders pouring in, 
these two patterns are getting bigger 
every week, 


’ 

This spring season Soft Pedals have 
registered a gain of 104.1% over 71.4% 
the previous season, 72.8% the season 
before, 53.4%, 41.6%, 19.1% and 17.5% 
in previous seasons, These gains on top 


of gains underscore the growth poten 
tial, of these perfect-fitting walking 
shoes. 

All Soft Pedals that sell in volume at 
retail are stocked in a wide range of 
colors, materials and*complete sizes 
They retail for $10.95 and $11.95, with 
a few styles at $12.95. 

In addition to the expansion in the 
Soft Pedal line, a complete array of 
fashion shoes on narrow toe lasts has 
been added to the Queen Quality line. 

Both the expanded new Soft Pedal 
line, plus the complete Queen Quality 
line, featuring all the big selling pat- 
terns in the $8.95 through $12.95 price 
range, will be showing at the St. Louis 
Shoe Show, Room 204, Statler Hotel, 
April 27-30. 

te sure to see them then or contact 
your Queen Quality representative 
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FLEXIBLE SHANK SHOES FOR BOYS AND GIRLS 


i THE CLINIC SHOE 


winnerof 
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) | | PAT. OFF. ond CANADA choice of nurses 7 to 1 
according to a survey by 
: a leading nurse’s journal. 
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see the a man f = 
at your shoe show listed helow: ns 


-_ 


St. Louis... April 27-30... Sheraton Jefferson 
Rms. 312-312B-314 


New York... PPSSA...May 5-9...Sheraton McAlpin 








Rm. 522 
Atlanta...May 5-8... Henry Grady Hotel 
Rm. 825 
Dallas...May 5-8... Statier Hilton Hotel 
Rm, 445 
Los Angeles ...May 12-15... Alexandria Hotel 
Rm. 659 
Boston...May 19-22...Parker House 
Rm. 426 
Seattie...May 19-20-21...New Washington 
Rm. 402 
“ee 


i S} THE JUVENILE SHOE CORPORATION OF AMERICA, aurora, missouns 
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Friedoname « Slaekbry makes the NEWS IN SHOES for the whole family! 


the new Low-HIGH trend in men’s and 


boys’ ShO@S . . . as featured at the 1957 
ESQUIRE Fashion Seminar a. 













x, 
KINGSWAY 
John C. Roberts 

e (Shoe 


open air comfort). Representative styles 
are already featured in our John C, Roberts 
and Kingsway lines! 


UWdle 
y, y ESQUIRE forecast: shoes cut high in back 
aie al Q ‘ 20% (for heel-snugness) and low in front (for 


BE FIRST IN YOUR TOWN to display 

all of these Friedman-Shelby sales-makers. Your 

customers are waiting for shoes like these... and 

your Friedman-Shelby salesman is waiting to serve 

you. Contact him soon... and be ready for a highly 
profitable selling season! 






he new. 


Tapered trend in the new Sporty trend 
womens shoes jp girls’ shoes 








“Edwardian femininity” with 
house slipper comfort. . . that's 
the happy story of the new (AF 
tapered toe and slender heel | 
in Grace Walker shoes. 

















See our new FALL styles at coming Shoe Shows: 
ST. LOUIS, April 28-May 1 « ATLANTA, May 5-8 7 
DALLAS, May 5-8 a heey in sah 


: nicdmnom, © Sheek, DIVISION, INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MISSOURI 
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TO DISPLAY 













ARTHUR GALE ROY SUNDLING 
WILLIAM WOLFF Secretary St. Louis Shoe Co-Chairman Convention 
Chairman Convention Committee Manufacturers Assn. Committee 





LESTER TOBER BERT L. BISHOP 





GEORGE HERPEL BEATRICE BESTE CHARLES MUELLER EDGAR STOLLE 
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Manufacturers 


Stage 


Annual Fall Showing 


ashions Point FOR FALL 


Tue new the basics 
all of these will be presented to the shoe world at 
the Eleventh Annual Fall Showing to be held April 27 
to 30. 

This post-Easter parade of fall patterns promises to be 


fashion’s point from St. 


Louis 


exciting both in size and in importance, according to 
William Wolff of Wolff Shoe Manufacturing Company, 
general chairman of the show. Reservations have already 
come in from all over the nation. Newsworthy is the fact 
that many retailers who have never before attended a St. 
Louis showing will be on deck this year. 

Estimates are that upwards of 3000 buyers will visit 
the more than 100 sample rooms and view some 8000 
patterns. Displays will be at the Lennox, Statler, Sheraton- 
Jefferson, Coronado and Park Plaza Hotels. The St. Louis 
Shoe Manufacturers Association sponsors the event. 

In extending the association’s official welcome to re- 
tailers, William Wolff says: “Again this year, we in St. 
Louis are proud and happy to present to retailers all of the 
new styles of men’s, women’s and children’s shoes for fall 
of 1957. The St. Louis market offers footwear for every 
conceivable shoe operation, and at this month’s con- 
centrated Showing dealers can appraise and select first- 
hand those types, styles, colors and materials most useful 
in their stores. Our one-stop market continues to be the 
brand name capital of the shoe world, with every pair 
hacked up by strong promotion and merchandising. We 
hope that your visit in St. Louis will be both pleasant and 
profitable.” 

The Beefsteak Dinner, to be held on Monday night, 
April 29, promises to be an unforgettable occasion. Its 
setting will be the new Khorassan Room of Hotel Chase. 
‘This fabulous ballroom, which opened officially only six 
weeks ago, seats 1800 for banquets and is the largest 
hotel convention facility west of the Mississippi River. 
secf.- 


Myron Cohen, the headline entertainer for the 


April 15, 1957 





steak Dinner, has had a meteoric rise from selling silks 
to spinning yarns. Known as America’s foremost story 
teller, he has starred in leading supper clubs in New York, 
Las Vegas, Chicago, Miami and Atlantic City. He has also 
been a guest on the Kate Smith TV show and a three time 
guest on Ed Sullivan’s “Toast of the Town”. 

When he was a silk salesman Myron Cohen started to 
tell stories to prospective customers to keep a light touch 
to selling and also to endear himself to buyers, who, after 
looking at salesman’s samples all day, appeared pretty 
bored with the whole thing. He found that his sales in 
creased in proportion to the number of stories he told. 

One night, while entertaining a group of customers at 
Leon & Eddie’s, Myron was persuaded to get up on the 
floor and tell a couple of stories. The crowd roared with 
laughter. Boniface Eddie Davis urged Myron to switch 
careers, and Myron, 42 at the time, decided to take the 
gamble. The rest is show business history. 

Joining Cohen for this evening of entertainment and 
Rod 


Alexander, popular dance team. Jimmy Palmer and _ his 


St. Louis hospitality will be Bambi Linn and 
orchestra will play for dancing. 

The Khorassan Room, where all of this festivity will 
take place, gets its name from the mythical kingdom of 
St. Louis’ world-famous Veiled Prophet. The ballroom 
has several unusual features. The ceiling is the only thin 
shell acoustical ceiling in the nation, and contains 30,000 
small holes through which blinking lights give the im 
pression of stars in the sky. 

One wall of the new ballroom is all glass, hung with 
silk 


area, 


burnt orange curtains, Behind the hydraulic stage 


and bandstand a gold silk curtain, the nation’s 


first completely electric contour curtain, has been in 


stalled. With the exception of the dance floor, the room is 
carpeted in blue and gold. At the entrance to the Khoras 


[TURN TO PAGE 118, PLEASE | 
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AFTER 
COMPLETING 
THE 
NEW 
FALL 
LINES 


* the designer may 
look like (———-), 
but the shoes are beautiful! 


SEE THEM AT THE ST. LOUIS SHOE SHOW 
—-ANDB AT REGIONAL SHOWINGS 
TIPTON, MISSOURI 


MANUFACTURED BY WEBER SHOE COMPANY, INC., 
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Buster Brown 








Jumping 


Jacks 
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ST. 


FRESH STYLING 


b ei ate 


GgOU 
fi Diva 


Sr. LOUIS shoe manufacturers have 
drawn a new line of demarcation be- 
tween school shoes and party shoes in 
their presentation of new fall collec- 
tions. 

The gap created by the marked dif 
ference between a sturdy oxford and 
a dainty Sunday slipper is now being 
filled by a wide variety of footwear 
that is fashionable enough to please 
the 
satisfy mother. This, explains the ju 


youngster — durable enough to 
venile style director of a volume manu- 
facturing firm, was a natural evolu- 
tion—-the overpowering popularity of 
dress shoes has created dissatisfaction 
with heavy oxfords, with the result 
that many children have been wearing 
party shoes to school. 

Still another manufacturer, entering 
the so-called tailored field for the first 
time, put it this way: “The consumer, 
in her desire to stay away from a 
heavy welt, has gone too far in the use 
But this 


came about only because there were 


of the strictly dress shoe. 
no middle-of-the-road shoes. A shoe 
that is sturdier than a dress style but 
fashionable in a tailored way. will 
satisfy many. It is suitable for down- 
town shopping expeditions, informal 
parties and school—particularly in the 
milder climate areas of the Southeast, 


[TURN TO PAGE 98, PLEASE | 


Kd White, Jr. 
Lazy Bones 





is Children’s Lines 


Fall Collections Show a Wide Variety of Fashionable But Sturdy 
Footwear Designed to Fill the Gap Between the Dainty Sunday 
Slipper and the Durable Heavy Oxford. 


Trimfoot 
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One look at the BIG NEW SURPRISE LINE 


“ae Jeprecons 


AMERICA’S TOP SELLING SHOES 


at 999.499 


Completely new, completely sensational designs for fall 
'57...scuffs, skimmers, sandais...smart low-heelers 
made to look, fit and feel like expensive shoes at a fraction 
of the cost. You'll recognize immediately the unquestioned 
leadership that makes Leprecons the fastest selling shoes 
in the low price field. 





SEE ALL THE SENSATIONAL NEW STYLES! 


ST. LOUIS SHOE SHOW 


April 27-30 Statler Hotel Room 227 


OTHER SHOWINGS: 
ATLANTA: May 5-8 HENRY GRADY HOTEL Room 548-550 
DALLAS: May 5-8 ADOLPHUS HOTEL Room 1029-1030 
LOS ANGELES: May 12-15 ALEXANDRIA HOTEL Room 814 
SEATTLE: May 18-21 OLYMPIC HOTEL Room 329 


Sen shoe company, DIVISION OF OMEGA SHOE CO. @ 133 SO. llth STREET @ ST. LOUIS 2, MISSOURI 


ae to see the exciting new ) Little People’s Choice! 


ite-Gi ired KIDDIE SANDALS 


eo eee the Original Cushion Sandal 





























@ Elk finish cowhide uppers 
e Chrome soles 
e Adjustable vamp 


4 2a 
a4 y, 
_ . 
<_) —" 4 Series No. 710 
wr ‘“d Sizes 3-8, 9-12, 13-3 
‘= A wr Brown, White, Red, 
”s Beige 
\ 
| \| Playtime favorites...fast sellers! Scien- 


( | > tific design. Kids love barefoot feel; 


mothers like fit and wear! Order now! 


. @ «6 > 
Selling ... : 
titi... PROMOTION LEADER... 
‘round the calendar! ¢ ) 62, 
In ST. LOUIS at... featuring Hoy-Way molded No 880 
SHERATON -JEFFERSON HOTEL sole. Priced for volume sales! 5.8.9 ax 
. . Brown, White, 
oe or |___all styles IN-STOCK ea, Mut 
MIDWEST FOOTWEAR, INC. SULLIVAN, MO. 7“ . 4 
In Conado: Nite-Aires, Lid., 11 Mt. Pleasant Ave., London, Ontario | LLLUD WIN) | LL OM DL Ace aS Le oem Le 
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The New 
Gardner Redi-lote Shoe Box 


Gwe 3 wl Sowe... 

















..and this is why Redi-Tote printed shoe boxes are becoming so 


popular among manufacturers, retailers, and consumers. Redi-Tote 


... plus the 


convenience of 


an INVISIBLE is stronger 
BUILT-IN Retailers like Redi-Tote for ifs in-stock use because it offers the 


HANDLE ¢ features of a conventional box, WITHOUT CHANGING HAN 
DLING HABITS. The INVISIBLE built-in CARRYING HANDLE is an 


added advantage which saves time and wrapping materials 


REDI-TOTE 
THE MULTIPLE-PURPOSE SHOE BOX! 


can be set up on most existing in-plant box forming equipment and 


because of its glued, double-walled construction 


a T ; 
° ? "S&F ) 
’ a , ie 
. , i 4 La ; 
BLANKS J i ‘ana y \ A 
SAVE 90% \ i en a J, f A a HA 
OF STORAGE 47 sl | hoy ; : 
SPACE } rn f y y aan / 
I hs ‘ x \é aa 
om MMS \/ / rr de. 
vy J [ / ft . Af ’ if A 
BENEFITS TO PROFITABLE TO HELPFUL TO 
MANUFACTURERS RETAILERS CUSTOMERS 
@ Saves warehouse space @ Encourages “take-withs”’ @ Attractive and stylish 
d f @ Advertises brand name @ Speeds brand identification @ Easy to carry 
.. Feaay for use @ Set up as needed @ Popularizes shoe brand @ Saves shopping time 
| @ Stronger sidewalls @ Saves time, materials 
at the PUSH e) FINGERS ¥ @ Time-saving built-in handle @ Built-in handle speeds 
There will be more carry-outs and fewer deliv- service 
eries with Redi-Tote, Invisible built-in handle 
speeds up customer service, saves retailer's 
America's Leading Retail Box Manufacturer 


time. . , encourages customers to carry their 


purchases home. Shoes are boxed and ready " 
The GARDNER BOARD and CARTON COMPANY 


to leave the store in seconds, completely elim- 
inating wrapping materials 
Retail Folding Box Department 


LOCKLAND, CINCINNATI 15, OHIO 








4 
we Labels ...... Marks of Distinction In Fine American Footwear 


SEE US: DALLAS, May 5-8, Adolphus Hotel, Rm. 1009; in Attendance: M. K. Weil, Paul Sigan, Robt. Weil, 
° ATLANTA, May 5-8, Piedmont Hotel, Parlor D; ; 
NEW YORK, May 5-9, Hotel New Yorker, Rm. 1650-5! some Vota end Abe Elsner 


ot 


sT. 





We Offer Quality Jobs, Cancellations 


‘ Our prices on fine shoes, 
and Closeouts in Branded Footwear to 


bought direct from the best known 


Preys ititel: makers are in line with our 


shoe stores, drive-ins and 
shoe promotion buyers 


nationwide reputation 
for values! 


Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Louis 3, Mo 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 
Sample Rooms: Los Angeles * New York 


Fresh Styling Marks of the Bal Oxford in sueded leather. are combined with the smaller mark- 
gs ss : In total, shoes that incorporate light ings for texture contrast. 
Children’s Lines ness of construction with durability Loafers styled on classic lines will 
[CONTINUED FROM PAGE 95] leather novelties with detailing in a_ be important in sueded or brushed 
tailored mood. In summary too, shoes leathers with black, gray and loden 
outhwest and West Coast.” that are absolutely essential to a re- green looming as the major colors. 
And so what will retailers see in this tailer’s need to satisfy the sub-teen Instep straps—some on the T or wish- 
category at the St. Louis shoe show? market a very fashion conscious bone theme—round out the girls’ pic- 
For a few examples—a gray pigskin group that numerically dominates the ture. 
pump with buckle trim poised on a juvenile population of this country now. While lighter than in past seasons, 
vray crepe sole and crepe wedge; a The classics and so-called staples re- boys’ oxfords have taken a practical 
medium brown vicuna pump with a main vital, nonetheless. And here too turn backward. Several manufacturers 
hutton-trimmed tongue and a % stacked fashion has its moment. Bubble sad report the one and two eyelet types as 
heel; a light, light oxford of rich brown dles, in traditional color combinations, ‘under a cloud” because of the pres- 
brushed leather tied up with faille remain important, as do Ivy League sure exerted on the instep by the small 
laces; a pectator trap combining types. A new style version on the sad- closure area. Therefore, three-eyelet 
black tweed with black calfskin tip and dle theme is achieved with alligator ties are strongly favored, no matter 
fox; and a high-fashion interpretation printed buck. The larger gator grains [TURN TO PAGE 125, PLEASE] 


a) (ede) Yaa BIGGER AND BETTER 
| y LINE OF BONWELTS 


A—4665 — Two-tone brown, 
68665 — Two-tone red, Neolite Soles 


B—2619—Black, 4619—Brown, £ 
8619 — Red, Neolite Soles 4 
C—3666 — Black & white Bal saddle, 


black crepe soles 


B, C, D— 82-12 $3.10 This new line of Bonwelt constructed shoes, 
A, B, C — 1242-4 $3.60 


D—3677— Black & white, coral sport soles 


E—4640—Brown, 2640—Black, : ‘9 . 
8640—Red—Neolite Soles. customers alike. Now, it’s even bigger 


premiered for the Spring season, has met 
with outstanding acclaim by retailers and 


F—2626—Black, 4626—Brown, Neolite Soles and better with many Fall versions of 


A, B, C—12%-4 $3.60 the Spring favorites in addition to the 
June 1 - 15 Delivery new numbers shown here. 


ee ee a oo ee oe ee ee oe 
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THE 
it's DALLAS FALL SHOE FAIR 


worth May 5, 6, 7, 8, 1957 


money THE LARGEST REGIONAL SHOE FAIR 
OVER 500 LINES 
sf aaahoudaaas DISPLAYING IN FOUR HOTELS 


or second oldest copy of 


BOOT and SHOE RECORDER ADOLPHUS, BAKER, SOUTHLAND 
still in existence in AND STATLER-HILTON 


this country ,, . SEE 
PAGES 54 AND 55 Write to 


OF THIS ISSUE. SOUTHWESTERN SHOE TRAVELERS ASS'N 


ROOMS 215-224 Southland Hotel 
Dallas 2, Texas 




















AT THE ST. LOUIS SHOE SHOW 


ROOM 220 


Lop Master HOTEL STATLER 


and at 
Ss ea  @ | oa S FY ; regional 
. : showings! 
fo] mole) sw lalomeli at 


e Volume-priced party shoes. 
sale soer ly 
e Step Master’s ever-popular patented 
feature shoes for infants, babies, 
children, misses, boys and youths. 


e “Economy” shoes. 


AND STILL 
BUDGET-PRICED RETAILERS 


$395 to $595 


GREENUP, tt 


April 15, 1957 











THEYV’RE LOADED! 


don’t 






gamblie 








with sales! 
put your 


money ona 





sure thing... 


they’re winning 


combinations any way Visit the 
Tober-Saifer 
you took at ’em! 
showrooms... 


register to win a 


mystery prize 











ST. LOUIS SHOE SHOW, APRIL 28 - MAY 1 own l@é 


Showing at Tober-Saifer Show Rooms 


1204 Washington | , 
and in Room 224, Statler Hotel ee pow 


TOBER-SAIFER SHOE MANUFACTURING COMPANY + 1204 WASHINGTON AVE., ST. LOUIS 3, MO. 
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Exhibitors at St. Louis Fall Showing 


SHERATON-JEFFERSON HOTEL 
\ itality Shoe Co. 
Kalmon Shoe Mfg. Co. 
Dining Rooms 4-5 
Johnson, Stephens & Shinkle Shoe Co. 
Dining Rooms 6-7-8 
Juvenile Shoe Corp. of America 
312B-312-314 
316-318 
317-319-321 
320-322-324-326 
328-330-332 
331-333-335 


Dining Room 3 


Weber Shoe Co. 
Deevers Shoe Co. 
Carmo Shoe Mfg. Co. 
Midwest Footwear, Inc. 


Wolff Shoe Mfg. Co. 


Ardor of Paris 334 
Mendle Box Wrap & Label Corp. 336 
Pennant Shoe Co. 339-341-343 
Cameron & Co. 346 
Clover Leaf Hosiery Co. 348 
Accent Shoe Co. 350-352-354-356 


Wohl Shoe Co. 358-360-362-364 
LENNOX HOTEL 
Tweedie Footwear Corp. 
Fountain, Lawn & Forest Rooms 
Deb Shoe Co. 
Vaisey-Bristol Shoe Co. 


Garden Room 
301-303 


PARK PLAZA HOTEL 
Samuels Shoe Co. Mezzanine Floor 


CORONADO HOTEL 


Hamilton Shoe Co.; Boyd-Jones Shoe 
Co. Ballroom 
Johansen Bros. Shoe Co. 
Crystal Room—Dining Room 5 

Valley Shoe Corp. 

Camille Designs, Inc. 
srauer Bros. Shoe Co. 
Dining Rooms 2-A-B-C-D 


French Room 
Dining Rooms 3-4 


TUT 


tame 
a 





STATLER HOTEL 


Naturalizer Div., Brown Shoe Co 


New York Room (108) 
Naturalizer Div., Brown Shoe Co 
Buffalo Room (110) 
Westport Div., Brown Shoe Co. 
Boston Room (112) 
Life Stride Div., Brown Shoe Co 
Cleveland Room (114) 
Risque Div., Brown Shoe Co 
Detroit Room (116) 


Air Step Div., Brown Shoe Co. 118-120 


Town & Country Shoes, Inc. 

Terrace Room 
Beacon Shoe Co. 201 
Kriedman-Shelby Shoe Co 202 
Heydays Shoes, Inc. 203 
Queen Quality Shoe Co. 204 
Florsheim Shoe Co. 206 
Roberts, Johnson & Rand Shoe Co. 208 
Roblee Div., Brown Shoe Co 210 
United Men’s Div., Brown Shoe Co. 212 
W inthrop Shoe Co. 214 
Buster Brown Div., Brown Shoe Co. 215 
Great Northern Shoe Co 216 
Robin Hood Div., Brown Shoe Co 217 
eters Shoe Co. 218 
Step Master Shoes, Ine. 220 
Trimfoot Co. 222 
Huiskamp Bros. Co. 223 
Tober-Saifer Shoe Mfg. Co 224 
Hoy Shoe Co. 225 
Vassar Import Bag Co. 226 
Omega Shoe Co. 227 
Fraser Shoe Co. 228 


EXHIBITING 
in Their Own Sample Rooms: 
1132 Spruce St 
Sport Specialty Shoemakers, Inc 


1221 Locust St 


Endicott-Johnson Corp. 


Mayor Tucker of St. Louis Proclaims St. Louis Shoe Week April 27-May 4. Re- 
ceiving the Proclamation from Mayor Raymond R. Tucker of St. Louis Is William 
Wolff, Wolff Shoe Manufacturing Co., General Show Chairman. Looking Over His 
Shoulder Is Robert G. Stoltz, Brown Shoe Co., President of St. Louis Shoe Manu- 
facturers Association, Sponsors of the Show, and Roy Sundling, Brauer Bros. Shoe 


Co., Co-Chairman of the Show. 


At Tucker's Left Is Arthur H. Gale, Executive 


Secretary of the Association and Harry Benningson, Hamilton Shoe Co., Co- 
Chairman of Entertainment Committee. 
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KICK UP 
YOUR Vv 
vw PROFITS 

WITH 


extra business 
steady business 


TO STEP UP YOUR 
SALES FIGURES 
TO GIVE AN EXCITING 
PERFORMANCE 


PLEATED TOE BALLET 


50 White M_ 6-7'/, $ 1.85 
5! Black N,M_ 8-12 1.85 
53 Red N.M_ 12!/,-3 1.85 
54 Blue N.M 3'!/,-10 1.85 
55 Pink 

Terms: 5%—30 days; 31 days net 


IN STOCK 
NOW 
WRITE FOR NEW CATALOG 






rf 


PARAGOULD, ARKANGAS 
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THIS IS 


BREZNER’S 


COLOR SENSATION 


in SMe! 


A new off-beat color to spark up your line! Already taking 


top fashion honors, Camouflage blends beautifully . . . and oh; so 


profitably ... with the important trend to softer, subtler shades. 


Camouflage is also available in: Smooth Elk Napoli Brushie Napolino 


Send for swatches ... TODAY! 
THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
‘Fashion Right’ Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO. MILWAUKEE, WIS. lela. [33/1 a, mn LOS ANGELES, CALIF 


H. B. Avery Co. Harold |. Stewart Graham Bros. Sales Russ White Co. 
CINCINNATI, OHIO NEW YORK AND PENN. MIAMI, FLORIDA ORIENTAL EXPORT 
John A. Spille Co. Homer Bear Jack G. Mendelsohn leibman & Cumming 
San Francisco, Calif. 
MONTREAL, QUE., CANADA Handbag Representatives: NEW YORK, N. Y. 
Stockton & Sedgwick Chilewich Sons & Co. 


Representatives in All the World's Leading Leather Markets 
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by BILL ROSSI, Field Editor 





Inside Shoe Business 





“Ii It Aint Got Sell... 


But Despite What Many Shoemen May Think, 


Promotion’s Job Is to Educate. 


Ov: of the shoe industry's tragic attitudes is the belief 
that the primary purpose of shoe promotion is to sell 
more shoes. If you ask the average shoeman the pur- 
pose of industry-wide shoe promotion he'll tell you 
that it’s to get more people to buy more shoes. As one 
retailer told me a short time ago, “If it ain't got that 
kind of sell in mind, it ain’t promotion.” 

In this writer's opinion, that’s a dead-wrong attitude. 
And it's perhaps one of the major reasons why the 
National Shoe Institute’s efforts to raise a pilot promo- 
tional fund of $200,000 fell far short of the mark. Many 
shoemen nation-wide shoe- 
$200,0007 It’s beat 


can we do a 


kitty of 


said. “How 
selling job with a tiny 
before it starts.” 

(nd if promoting the increased use of shoes was the 
target, then sure enough a $200,000 selling program 
couldn't have a chance, In fact, there are some promi- 
nent shoemen who are firmly convinced that even with 
a promotional fund of $5,000,000, the industry couldn’t 
get people to buy more shoes than they'd ordinarily 
buy. How true that might be is beside the point. What’s 
more important is that many of these men wouldn’t 
contribute, or would be reluctant to contribute, because 


of their conviction that promotion “ain’t got sell value.” 


Wrong Philosophy 


This whole mental approach to shoe promotion is 
too bad because it’s based on a wrong philosophy to 
bad 


approach when it shouldn’t be. 


begin with. It’s too because it’s a commercial 

Most shoemen have simply confused selling with 
education. And the primary target of promotion is 
education, not selling of the product. Selling shoes is 
a job for individual shoemen, whether it be a manu- 
facturer advertising his brands nationally, or the re- 
tailer promoting his shoes locally. 

But public education regarding shoes, that’s some- 
And 


that’s the real role of an industry-wide promotion pro- 


of the 


thing different. Every shoeman has a stake in this. 


vram. Everything else is just so much 
lily. 


So come two important questions: Does the 


gilding 


public 
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Not to Sell. 


need to be shoe-educated? And what's the payoll for 


shoe business ? 


Public Uninformed 


Let’s take the first one, the need for public education 
! think most shoemen will agree that the public as a 
whole is both uninformed and misinformed about shoes 
and shoe business. Millions of consumers are still firm 
ly convinced that many shoe stores and retail salesmen 
are primarily interested in making the sale rather than 
heing primarily concerned with the customer's in 
lerests, 

When shoes hurt or pinch, even when the customer 
is at fault (insisting on the wrong style or last or size 
or because of defective feet) the store or manulacturer 
is the 


Gallup poll of not long ago, one-third of all adult 


usual target of blame. And according to a 


\mericans—some 35 million people—-say their feet or 
shoes hurt. 

Many millions of people still think shoes are priced 
too high——-and that shoe business is making a_ profit 
killing at the consumer’s expense. 

The great mass of the population takes its shoes for 
eranted, with neither understanding nor appreciation 
of the cost, skill, talent, technology 


into their making and designing and styling. 


and care that go 


\ good slice of the population still thinks that a 
retail shoe salesman is often a green youngster in high 
off bel hool 


hours. There’s far from enough appreciation of what 


school or college, earning some money in 


goes into becoming a truly qualified fitter and sales 


man. and the value of this know-how from the con 


sumer's vantage point. 

None of this is new. It has been going on for years. 
And that’s the tragedy 
uninformed or misinformed public view of shoes and 


“lack of public 


understanding and appreciation” about shoes and shoe 


that we permit it to go on, the 


shoe business. When shoemen bewail 
business, they've only to look in the mirror for the 

source of the trouble. 
What payoff is there in educating the public to en 
[TURN TO PAGE 121, PLEASE] 
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Editorial Outlook 


CONTINUED FROM PAGE 31 


which retailing is faced. When it is permitted to influence 
the purchase of shoes, it becomes disastrous to both the 
by-passed merchant and to the foot health of the youngste 
who is the innocent victim of “pass on shoes” which have 
been bought at discount prices by well intentioned parents, 
relatives or friends. 

All the bitterness, emotion and prejudice which usually 
accompany controversies of this kind are in evidence in 
this dispute. Retailing is accused of being greedy and of 
striving to prevent the inadequately paid serviceman from 
enjoying the better things of life. It is stated without any 
supporting evidence, at least in the case of shoes, that it is 
necessary for the PX to add these items because local 
retailers are gouging servicemen. 

Retailers are reluctant to speak up and to identify them 
selves with petitions and protests for fear of what they cal! 
sanctions and retaliations at the local level. Some claim 


| to have felt locally generated pressures after such protests 


had been made. 
But the stake which shoe retailing has in the matte: 
makes: it essential that every possible means be employed 


| to confine PX activity to sane and reasonable limits. Any 
| situation which could contribute to a lowering of shoe 


fitting standards or cause even the remote possibility of 


youngsters becoming victims of “pass on” shoes deserves 


| the full and immediate attention of all shoe retailers. Hear- 


ings on the extension of PX activities are expected be- 
fore the House Armed Services Committee some time this 
month. Your Congressmen are interested in your views 
and your letters will help to stop this planned invasion of 


| your business! 


Ties Work Shoe Promotion 
to Local Projects 


WHENEVER there is a new highway, building, or indus- 
trial project in the area of Belen, New Mexico, The Fair 
Store sells a good supply of work shoes. Alertness on the 
part of the owner, Karl Sternberg, keys advertising to the 
headlines and to local events which mean extra work and 
workers. 

This profitable timing is but one phase of a successful 
work shoe merchandising program. Consistent advertising 
throughout the year both in newspapers and on the radio 
is also important. So is good service, which includes all 
sizes and most widths and dependable fitting. 

The Fair Store, a family shoe store, is described by its 
owner as a small store in a small town of 6500. He reports 
that he has to make the best use of often limited resources 
Customers are mostly in the low income group. They are 
railroad workers, farmers, and general industrial employes. 

The town is in a farming community in the Rio Grande 
Valley, 30 miles south of Albuquerque. There is a large 
railroad-classification yard and recently Valencia County 
has become famous for its large uranium deposits and 
mills. Spanish is a legal second language in New Mexico 
and often predominates in rural areas. It is frequently 
used in advertising and is spoken in the store. 

Despite the small size of the town, Mr. Sternberg has 
worked out a merchandising program that is probably 
more aggressive and progressive than that used by many 
stores in large cities with additional advantages. 

The work shoe department is incorporated in the regular 
men’s shoe department However, work shoes are kept 
separate from regular dress styles. They are displayed 
constantly. One section of the window is always given 








over to them. There is also a peg board display in the 


department. 

Work shoes are advertised regularly throughout the 
year. One large advertisement, which includes just about - 
all types of shoes needed, appears at least once a month | 


in the local Shopper's Guide and in the Belen News- 
Bulletin. Additional advertisements are closely tied to any 


new building or industrial program. 

Mr. Sternberg keeps in close contact with the local news- (@) g 
paper and is well aware of new industrial projects. Ad- 
vertisements are run as Closely as possible to the announce- 
tisement containing 14 shoes boosted work shoe sales far 
out of seasonal proportions. 

The radio is also used extensively for advertising work 
shoes, with most of the announcements in Spanish. Mr. 
Sternberg writes most of his own spot announcements 
instead of using those prepared by manufacturers. He 
believes he knows his local audience better. Since the 
listening audience consists largely of farmers and laborers 
the 5 a.m. to 6 a.m. period draws the best results. There 
is also a 15-minute musical program from the store on 
Sundays. Residents are invited to come into the store to 
sign up for request numbers as well as doing it by mail. 


Local talent is used for live broadcasts from the store. 
Work shoes are even promoted as Christmas gifts. Only, 


in this instance, they are referred to as hunting boots. One gu ve 


ment of the start of a new project. 

One advertisement appeared in the paper on the same 
day when there was an announcement about the building 
of a new Kaiser cement plant only 30 miles from the town. 
Another appeared on the same day with a news item about 
a new copper-leaching plant in the vicinity. One adver- 
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of these is a 10-inch insulated lace boot which sells for 
$16.90. Although this is considered a high price in the 
area, it is one of the best selling items. 


Mr. Sternberg has found that it is most essential to know 
the particular work shoe needs of the area. It is also im- 
portant to have them in stock. He carries some 20 to 25 


styles in stock at all times in all sizes and most widths. 
This includes up to size 14 and to EEE width. The bulk 


of the business is built around 14 styles, however. These 
include a steel arch, hard toe-cap railroad worker's shoe T 


and several oil-resisting outer sole shoes for garage men 


tee LIGHT WEIGHT, 
"9 FLEXIBILITY, 


WATER-and- 
PUNCTURE | 
RESISTANCE 


nasaitien a ; For dramatic examples of what 
nnovations in the styling of men s formal evening footweor 
are few and far between. Capezio, Inc., of New York City "*SUPERSOLE”’ can roo) for your 


has come up with this new and highly original style. To 

a classic slip-on pump shell has been added an ingenious | * ° 

elastic gore inserted at the in-step. The grosgrain texture | new lines, write lols call 
points up the facing of the dinner jacket and the stripe | 
of the evening trousers and serves a functional purpose in 

reinforcing the fit of the pump. The "Mr. Capezio" style 


is detailed in Evans Black Kid. Vi RGINIA Oa 4 TA NNERY 


SALES CORPORATION 
27 SPRUCE STREET - NEW YORK, N. Y. 

















PRESENTS 
The Right Shoe for The Right Weather... 


_ “LEATHER 
_ STORM 
=; BOOTEES™ 


Bata’s newest addition to their ‘stormy 
weather” line. The peerless styling 
and rugged construction of these 
handsome leather storm boots mean 
increased volume for you/ 


















SNOW BOOTS 
LADIES’ 4—9 


45-608 Black 
45-308 Red 
45-208 Gray 





SNOW BOOTS 
(Turned Down Collar) 
LADIES’ 4— 


45-609 Black 
45-309 Red 
45-209 Gray 


SHOE COMPANY, INC. 


Belcamp, Maryland 
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Snowstorms Put a Halt 
To Most Denver Retailing 


SHOE retailing in the Mountain 
States and Great Plains areas took a 
severe jolt as one of the worst snow- 
storms in history hit this city and 
surrounding areas April 2 and 3. It 
followed by 10 days, a blizzard that had 
isolated much of the same area, not 
including Denver. As urban and mass 
transit were paralyzed for hours, as 
telephone and other utility service were 
severed and main streets in Denver and 
at least 12 other major cities were de- 
serted, retailers began to doubt that 
April sales figures would even begin to 
make up for the 10 to 25 percent losses 
suffered in March due to 
Easter. 

The storm proved an economic god- 
send in that it proved a seven - year 
drought breaker in the Great Plains, 
thereby forecasting better ability to 
buy shoes and other apparel in the next 
year. In Pueblo, power lines were down 
and the entire community isolated; in 
Colorado Springs, the storm hit so hard 
that the Red Cross declared it a “dis 
aster area;’” Lakewood, Wheatridge, 
Golden and Littleton, Colo. were most 
desperately hit among Denver suburbs 
as snow reached two-foot levels. West 
ern Nebraska, particuarly Alliance and 
Lincoln were affected; Utah, Wyoming 
(where business in Cheyenne and Lara- 
mie was at a standstill); New Mexico, 
Arizona, Oklahoma and Kansas were 
hard hit. Boulder and Fort Collins, 
Colo., reported stores were empty two 
days. 

In Denver, Downtown Day, the Retail 
Merchants’ Associations biggest spring 
promotion, was extended from April 3 
into April 4, to give customers and re 
tailers alike “a break.” A spot check on 
April 2 downtown revealed five custom- 
ers in Fontius’ Shoe store the entire 
day, none at the May Co., three at 
Denver Dry Goods Company, two at 
Daniels & Fisher’s, none at Gano 
Downs which closed its doors before 
noon. Other stores followed suit at 2 
p.m. Customers who were in downtown 
shoe shops were stranded out-of-town- 


lateness of 


ers or office workers who could not 
reach their homes. 
. * * 


Snow and Rain Slow 
Sales In St. Louis 


THE burst of activity reported from 
St. Louis shoe departments and stores 
during the middle two weeks of March 
cooled off at the end of the month, 
while the city sat out a long dreary 
stretch of rain, snow and gloom. 

Although traffic was slow downtown, 
fair sales volume, especially in chil- 
dren’s pairs, was registered in subur- 
ban family type stores. 

For the area, the condensed selling 
picture is this: for men, black three- 
eyelet stitch-and-turn bluchers; for 
women, tapered toe black patent pumps, 
closed types ahead of opened up pat- 
terns and mule backs; for boys, black 
smooth leather wing-tip oxfords; for 
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growing girls, saddle oxfords in both 
black ana white and gray and white; 
for younger girls, black patent one 


straps or swivel straps, tailored orna 


mentation; for teenaged girls, black 
patent closed pumps 15/8 heel, also 
black and white saddles, red rubber 


sole; for teenaged boys, black smooth 
penny loafers. In the suburbs, wash 
able canvas footwear is going surpris 
ingly well considering the cold weather 

The earliest birds among St. Louis 
women seemed to be those with hard-to 
fit feet. Several retailers have 
mented on the fact that beginning early 
in March, a steady procession of women 


com 


with very long, very narrow feet 
bought their patent pumps. These 
women, knowing that they may have 


trouble getting fitted if they wait, have 
bought their spring supply of 
unusually early this year. 

In women’s all of 
light beige tones are selling well. 
is gaining strength as a good 
color, particularly in open toe and back 
dressy suit pumps. Traditional navy, 
always popular in St. Louis, may pe) 
haps be dropping off this year, 
buyer feels. He indicates that his cus 
tomers who “always” buy navy pump 
for spring are this year taking a pai 
of red ones in their place, as gaye: 
accompaniment to gray suit 

The color white is already going well, 
but only to special groups. Career girl 
are not yet ready, one 
but fashion-minded suburbanites are 
picking up pairs in both smooth calf 
skin and in white broadtail, or in com 
bination. White is doing well for 
girls, and of course white buck 
tinue with limited sales for high 
Patent pump 


pairs 


the 
Red 
elling 


dress shoes, 


one 


‘ 


retailer report 


small 
con 

choo! 

boys. 


featuring large 
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Spring 


“Whirl” * 


tenccnensscssestee™ 


~ 


in our Thrifty Circle oncentr« tp oh wparkling pote eloy 
dow | A ¢ he new spring # 
” 
w 
STN Mowerd. Belvedere ...4 . HESS SHOES 


Effective use of a small area. Eye reads 
from upper left diagonally to lower 
right. Hess Shoes, Baltimore (three cols.) 


expanses of white calf trim are in high 


favor 
Shoe advertising has been extensive 
in St. Louis newspapers, with poor 


weather 
Famout 
emphasis on the back cover of Made 
for April to play up “Fan 
pumps in Summer Snow, a 
white calf. 


cutting down the 
Sarr Company gets the dealer 


response 


moiselle 
dango” 
lightly textured 


Chicago Easter Sales 
Continue to Climb 


is predicted for 
totals are expected to 


Goop Easter business 


Chicago. Sale 
equal or surpa those of a year 


Patents, pushed by late surges of blue, 


ago 


have lead sales. The patterned pump 
w th either extreme or modified tapered 
toe will probably be the universal shoe 
for the Easter parade in this area 


Opened up types and lighter materials 


have come into the picture and should 
accelerate rapidly from now on, 
hit it peak of 


Chicago began to 


pring shoe selling in mid-March and 
it’s continued steadily ever since. Sum 
mer and lighter weight types began 
edging into the picture in late March. 
Patent remained in the lead. However, 
blue has become extremely strong. Some 
tores may end up with equal sales of 
blue and patent with the final post 
Easter counting Several advertise 
ments were given over entirely to blue 


which have sold in calf, suedes, fabric 


and meshes. Red has continued stronger 


than expected. However, aside from 
patent and blue, volume has been in 
the beige and flax family, with spotty 
interest In gray 

The peak for sale of heavier spring 
types has passed. Meshes, silk and 


othe and light colors are ac 


celerating 


fabrics, 
There has already been good 
dark 
those combined with nylon mesh. Navy 


activity in straws, particularly 


leads, but beige, gray, and black, blue, 
and beige ombres have also shown re 
ponse to early promotions. New 
pointed-toe, stiletto-heel spectators in 
white with black patent, navy, or calf 
have also done well for so early. 
Especially noteworthy has been the 


number of promotions of 
As expected, fashion 
have the lead, But they have 
al advertisements of 
what are normally considered middle of 


increasing 
pointed toe tore 


taken 


» appeared in 


the road store 


Children’s business has also stepped 
up to it normal pre-Kaster urge 
Patent doing a little better with the 
younger set than it did a year ago, but 
the calf blue red and heiges are 
favored Moccasins are doing bette: 
than bluchers and saddles for young 
hoys The saddle, however, is still the 
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favorite of a wide group beginning with 


the junior high school on up through 
college. The “Ivy League” version has 
caught on to take up any slack that 


might otherwise appear 


Black Patent Leads 
April Sales in Boston 


the best selling color in 
and departments as 
Patent led the field in 
pump types in patterns. 
econd place in the color race was 
blue followed by de 
for gunmetal also 


wa 


BLACK 
2 


foston shoe store 
April opened 
leather 
In 


navy 


and 


flax. Some 


mand vnatent was 
ret pot ted 
Bu 


establi 


iness continued at the high level 
hed late March and 
reported little trouble in 


better 


in stores 
yenerally 
records than 


bad 


achieving ale 
those of 
cut sharply into volume 
Pointed 
the best 
Peller 


ection 


last year when weather 


said to be 
elling pattern at the Bonwit 


gack Bay 


toe pumps were 
tore in the 


Also in 


lingback 


hopping 
demand were closed 
and some backless shoes. 
leather to 


in the lead in leathers, followed 


toe 
Slacl 
be far 
by 
ent 
Another 
port 


patent was reported 


navy calf, beige and gunmetal pat 


high 
made a similar 
blue 


company’ $ 


tyle store, Kays-New 
report—black pat 
the lighter tans. 
headquarters office 
I., it was that 
tyles the 
types since the open 
on. 


ent, and 
At 
in 
the 
best selling pump 
ing of the spring 

Patent and blue 
tributed 


navy 
thi 
Providence, R aid 


pointed toe have been 


mooth leathers con 


heavily to volume, also, in 
Lore elling middle of the road styles. 
At the Solby Baye store on Winter 
Street in downtown Boston, there wa 


reported a strong demand for patent 


pumps followed by blue. Sandal type 
also were selling well in the same col 
ol and some demand for red wa 
noted. The lighter browns, camel and 
flax, found ready acceptance in wedge 
heel types which this store had ordered 
heavily 

Black, blue and flax were the leaders 
in sales at the Curtis Enna Jettick 
store on Tremont Street Mesh types 
were iid to be good, in addition, of 
course, to the always popular plain 
and ornamented pump Older women 


customers were said to be buying these 


108 


pumps in a 12/8 slender heel de- 
signed as to look higher. 
Most retailers, not only in the city 


but also in the suburbs, look forward 


80 


to a strong demand for whites in a 
wide variety of patterns. 
New York Retail Sales 
° r . 

Heading Last Year’s 
SHOE retailing is chalking up good 
records for the month. To date, mer- 
chants report that their figures are 
ahead of last year. That is easily ac- 


counted for by the fact that there are 
three additional weeks for Easter sell- 
ing, the 
promotions have been aggressive. How 
ever, figures for March and April need 
to be combined and then compared with 
the same period a year ago in order to 


weather has been good and 


get a true and accurate evaluation as 
to unit and dollar sales. 

Consistent and aggressive promo- 
tions by merchants paying off. 
Martin’s of Brooklyn, Garden City and 
Babylon ran an eight-page section in 
the New York Post recently and they 
reported excellent results. “LET’S 
STRING ALONG WITH SPRING” 
the keynote of the entire promo 
tion and the indicated: 
“We're concentrating below the ankles 


are 


was 
sub-caption 


. where the view in shoes is creating 


a bit of excitement with needle 
slim heels sabre pointed toes 

and a new lightness in color and tex- 
ture. A wonderful way to ‘spring’ 
along . with our famous shoemakers 
‘pulling the strings.’” Seven pages 
featured the women’s branded lines 
that the store carries: Martell’s Debs, 
Customeraft, Fianceés, Mel] Preston, 
Natural Bridge and Treadeasy 

with emphasis on style, comfort and 


fit. The eighth page of the section was 
devoted to Edwards Shoes for Children 
“nerfect party and playtimers” for 
boys and girls 
According to the buyer and merchan- 


diser, the direct results in traffic and 
sales from this promotion, surpassed 
expectations. Saturday’s business was 
“record-breaking.” 

Children’s shoe selling started to ac- 
celerate last week and the closer the 
calendar gets to Easter, the better the 
business in this category. 

Promotions of men’s shoes have 
been as frequent nor extensive as the 
women’s and children’s, but in 
this branch of shoe retailing have been 
steady and satisfactory. 

tetailers in general feel that busi- 
ness is good and they anticipate that 
figures will be ahead of the same pe- 
riod last year. 


not 


sales 


Spring Weather Helps 
San Francisco Business 
BUSINESS little slow in San 
Francisco during March. It started to 
pick up toward the end of the month 
as spring weather appeared and shoe 
it to continue right 
up to Easter. models were 
most in demand although this is 
pected to change with the end of the 
rainy weather. 


was a 


merchants expect 
Closed 
ex- 


Spring styles were out in full dis- 
play shortly after the first of the 
month. Customer response to early 


promotions was not quite as good as 


The 


some merchants had hoped for. 
weather, along with the fact that 
Easter was still several weeks away, 


seemed to have a dampening effect on 
buyers, but the month advanced 
and the bright spring weather ap- 
peared, sales started to climb toward 
the end of the month. Merchants felt 
that April sales would be brisk and 
more than offset the slow March cus- 
tomer demands. 

The majority of the dress models be- 
ing shown emphasize the pointed look, 
both in the tapered toes and the very 
small heels. Many color combinations 
are also being shown to make the shoe 

[TURN TO PAGE 113, PLEASE] 
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Aimed right at the limited-budget ‘working girl,” in the downtown area, this ad 
offers inexpensive styles and fashion counciling. The shoes, of course, receive 


major attention. 


By Citations. Dalsimer, Philadelphia (eight cols.). 
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THERE'S MORE TO SEE AT THE 


King Bee and Queen Bee 


MEN'S aNnD WOMEN'S SLIPPER ano SANDAL DISPLAY 






DURING THE POPULAR PRICED 
SHOE SHOW 













SUITE 990-991 





HOTEL McCALPIN 





ot, 


ATust.". MP 
The King Ber ln Povon! > 


FREE COLOR and PORTABLE TV SETS 


PLUS POCKET SIZE TRANSISTOR RADIOS j 
Nothing to do,but come in and register! Zz 


(2) INTRODUCING “QUEEN BEE,” 


an exciting new popular-priced, 
nationally advertised Women’s Slipper line 


and “LITTLE BEE," 


a complete line of Children’s Slippers 


PLUS 


Some truly new fashion 
if innovations in the “KING BEE”’ fall line . 


@) OF COURSE, FREE CALENDARS 
t ,' 


KING’S FOOTWEAR COMPANY * 47 WEST 34 STREET, NEW YORK, N.Y. 
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KING BEE AND QUEEN BEE SLIPPERS FEATURE 
BILTRITE NUROCEL WHISPER-LIGHT SOLES AND BILTRITE NURON CREPE SOLES 
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WANTED 


The earliest issues of Boot and Shoe Recorder 
first published in 1882- 
still in existence _ In this country 


Boot @ Shoe Recorder. 


10 TE OFTEREST GF THE SHOE AMO LEATHER TRADE OF MEW EmCLame 









_S 


AUCTION SALES CERT TUESDAY AT WO A 


Cash Advenoed 


¢ 






r* C2 femme & 296 Devenahirs Sts, Basten 
= 191 6 190 Weduh Avmws, Chiags 
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SS SESAE | mongh and Finished 
~... LEATHER. 
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: Will be paid for the issue 
100° REWARD with the oldest dateline 


for the issue 
19°! REWARD with the second oldest dateline 


IDENTIFICATION BOOT and SHOE RECORDER 


Shown above is the front cover of the first issue of National Voice of the Trade, wishes to... 
Boot and Shoe Recorder still on file in the publi- LOCATE THE MISSING 
cation’s offices. It measured 1144” x 16”. 
Somewhere these issues must still exist. To dig them 


WHERE T0 FIND out of their hiding place, and reward the finder, 


Reposing in an old sample trunk in the attic of a 











Boot and Shoe Recorder makes this legitimate 


New England home in the library of a fourth P 
‘ , . : ofter: 
generation shoe retailer in the storage space of 


a house or store A sum of $100 will be paid to the person who sub- 


; mits the copy of Boot and Shoe Recorder with the 
On this, the occasion of its ; 
oldest dateline. $75 will be paid for the copy with 


75th ANNIVERSARY the second oldest dateline. 
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GDL CE COCOONS 


HOW 10 COLLECT 


YOUR REWARD - - - 


Do not send the actual old issue. Just send 


us a statement of proof of the old issue of 


Boot and Shoe Recorder in your possession. 


Photostats or photographs of the front cover 


of the issue are acceptable. 


Rewards will be paid to the persons who 


find the oldest issue by the deadline date. 


yen 


RULES 


Address entries to the Publisher, Boot and 
Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Pennsylvania. They must 
be received no later than May 15, 1957. 


Do not send original copy. Mail a state- 
ment of proof. Photostats or photographs 
of the front cover will be accepted. The 
Boot and Shoe Recorder cannot assume re- 
sponsibility for actual old issues. 


All entries will be judged by the Publisher 
and Editor of Boot and Shoe Recorder. 

A reward of $100 will be paid to the person 
who submits the copy of Boot and Shoe 
Recorder with the oldest dateline. $75 will 
be paid for the copy with the second oldest 
dateline. In the event of duplicate entries, 
the $100 award will be paid to the entry 
with the earliest postmark; and the $75 
award will be paid to the entry with the 
next earliest postmark. Should postmarks, 
as well as dates of oldest issues be identical, 
duplicate awards will be made. 


All photostats or photographs of old issues 
become the property of Boot and Shoe 
Recorder. Entries cannot be returned. 


Finders of the award winning entries will 
be required to give these issues to Boot and 
Shoe Recorder in exchange for their rewards. 
Winners will be announced in the 75th 
Anniversary issue of Boot and Shoe Re- 
1957. Boot and Shoe 


Recorder reserves the right, however, to 


corder, June 15, 


publish the dates and names of contest 
entrants during the progress of the contest. 


Employees or ex-employees of the Chilton 
Company, Boot and Shoe Recorder, or their 


advertising agencies are ineligible. 
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TV Spots Increase Shoe Sales 
SprincrieLtp, Mo.--Will live television appearances by 
a children’s shoe retailer increase volume? 

The answer is an emphatic Yes, according to Mrs. Oscar 
Lee, who, with her husband, operates the Plaza Shoe Store 
in a new shopping center a few miles east of Springfield. 

Appearing regularly during the past three years on 
short, live TV spots timed for the children’s audience, 
Mrs. Lee has built children’s shoe sales in the suburban 
store to a phenomenal degree. Last year sales were well 
over the $100,000 mark. The Plaza Shoe Store, despite its 
comparatively remote location, sells the largest children’s 
shoe volume in the southern Missouri city. 

“My television show is undoubtedly the most effective 
single factor,” Mrs. Lee said. “Il contracted for it orig 
inally three years ago, making a single appearance each 
week, But I soon found that so many parents were coming 
into the store, saying that they had seen me on TV and 
wanted to meet me personally, that I increased the fre 
quency. Now, | appear on two TV spots each week and 
have been doing so for more than three years.” 

Averaging 90 seconds in length, the television presenta 
tions emanate from a local Springfield station. Each spot 
is completely informal. Mrs. Lee demonstrates whatever 
footwear is most topical for the season, and occasionally 
introduces new shoe styling in the infants to teenage 
bracket. At times she merely holds up two typical pairs 
of dress shoes from the store’s forthcoming-season stock 
and suggests, “This is what we have to offer in dress shoes 
next week.” At other times she shows patents, bucks, 
All of the com 
mercials are written down to the juvenile level, with Mrs 
Lee’s friendly southern smile extending a welcome to her 


suedes, discussing the advantages of each. 


juvenile listeners. 

Each of the spots, brief as it is, reaches a commanding 
percentage of the city’s juvenile set, inasmuch as one show 
appears immediately after the 5 o’clock Children’s Hour 
and the other at 6 o'clock, 
Rin Tin Tin adventure show. 


on the heels of the popular 
Each spot closes with an 
invitation to youngsters to visit the Plaza Shoe store, with 
its convenient parking space. 

To back up the good will which her television appear 
ances have created, Mrs. Lee regularly stages other tele 
vision presentations, such as sponsoring a five-minute Santa 
Claus show during December. In this she presented hand 
[TURN TO PAGE 117, PLEAS! 


Elegant Italian Pump 





The San Remo, afternoon pump from Italy in dark red 
textured leather combined with suede, with matching dark 
red vamp trimming and decorative stitching. By Comelli. 





St. Louis Manufacturers 
To Dramatize Fashion 
[CONTINUED FROM PAGE &3] 


round promotional program maintained 
by St. Louis manufacturers,” state 
Arthur Gale benefit directly 
from national advertising of our brand 
shoes. They benefit directly from 
They are assisted in every 
40 that profits 


“Retailers 


name 
dealer aid 
phase of their operation, 
positive Fe 
Through the Shoe Fashion Board of 
St. Louis, the 
tion performs an important service in 
editing fashion ideas for the aid of re 
tailers at the time they are prepared 
to make their 


pecome 


manufacturers’ associa 


major commitments for 
the next season. The Board, organized 
about four years ago, is comprised of 


even women, each one outstanding in 
hoe manufacturing circles 

Jaclyn Meyer of the St. Louis Shoe 
Manufacturers’ 
of 
Beatrice 
Company, 


A ssociation 
the Shoe 
Beste, 
co-chairman. 


serves as 
Fashion Board, 
Hamilton Shoe 
Other mem 
of the present board are Geraldine 
Kpp Smith, Boor AND SHOE RECORDER; 
Ruth Klump, Valley Shoe Corporation; 


chairman 
with 


ber 


Patricia Wheelless, Johnson, Stephens 
& Shinkle Shoe Company; Muriel 
Sraeutigam, Brown Shoe Company; 
and Betty Mason, Accent Shoe Com- 
pany. 

For the Fall Showing April 27 to 30, 
the Shoe Fashion Board has prepared 
a booklet describing picturing 
trends for fall, a detailed seasonal pre- 
diction of men’s, and chil- 
dren’s fashions in footwear. This com 
prehensive booklet will be distributed 
to show visitors when they register. 

Additional fashion features 
pear in a special editorial 
the St. Louis Globe-Democrat for Sun- 
Gay, April 28, stressing both current 
and fall footwear. This newspaper pro- 
motion has been prepared for the most 
part by the Shoe Fashion Board. 

One of the best known activities of 
the its regular Shoe of the 
Month promotion, based on the board’s 
monthly selection of a fashion-right St. 
Louis made shoe. The Globe-Democrat 
features the selection in a four-column 
editorial article on the first Tuesday of 
each month. The shoe is described, pic 
tured, and shown with coordinated en- 
sembles of apparel and accessories. 


and 


women’s 


will ap- 
section of 


board is 


Subsequent to its publication locally, 
the Shoe of the Month is reproduced 
for mat service to leading newspapers 
throughout the country. Special promo- 
tions, highlighting significant fashion 
trends at the time when they are most 
newsworthy, round out the Shoe Fash- 
ion Board’s activities. 

Not only in promotion, but also in 
every step of shoemaking from design- 
ing to finishing, the St. Louis manufac- 
turers stand steadfastly behind the 93,- 
000,000 pairs produced annually. Con- 
stantly growing consumer acceptance 
is the result. 


Joslin’s Consolidates Shoes 


Aurora, CoLo.—After many years of 
operating separate shoe departments 
for men, women, and children at va- 
rious locations throughout the store, 
Joslin’s department store here, is con- 
solidating all of three in a basement 
location, according to Paul Montgom- 
ery, buyer for the four Joslin 
stores. Better service to customers, 
more efficient inventory and _ selling 
methods plus low overall operating 
costs are the objectives. 


shoe 





30,000 PRS. 


Fine, Factory-Fresh 
SPRING AND SUMMER 


BRANDED CANCELLATIONS 


IN STOCK 
Open a Profitable 


to sell at a fraction of original price 


Cancellation Shoe Store 


(Inquire for Details) 


* * * * * * * * * * 


NEW YORK DALLAS LOS ANGELES 
Hotel New Yorker Adolphus Hotel Alexandria Hotel 


Room 1653 Room 810 Room 520 

May 5 to 9 May 5 to 9 May !2 to 15 
eee: © SURPLUS eer e 
1 WE BUY + © CANCELLATIONS | WE SELL 
: FOR 4 @ COMPLETE STOCK 1 ON 4 
' CASH |! : CREDIT ! 
‘ ' t 
NEW YORK Rees 


SHOE TRADING CO., INC. 


142 Duane St., New York 13, N.Y. * BE 3-8796-7 





112 Boot and Shoe Recorder 








~ 





[CONTINUED FROM PAGE 108] 
attractive covering for graceful 


an 
feet. 

One striking number being featured 
by The White House at $21.95 gives a 
subtle three-tone effect with broad al- 
ternating stripes of black, gray and 


white running crosswise from toe to 
heel, and there is a gold trim on the 
pinpoint black patent heel. 

Broadtail leather in various shades 
is also being widely shown. Sommer & 
Kaufmann is showing an_ oriental 
bronze broadtail number trimmed with 
black patent, with bobtail heel, price 
$15.95. Frank Werner features a cuffed 
throat number in red, blue and gold 
broadtail at $31.95. H. Liebes has a 
red broadtail with black heel and toe 
bands at $24.95. C. H. Baker has broad- 
tail models in a variety of shades at 
$16.98. 

Leather covered aluminum and brass 
heels are being used as strong sales 
points in connection with the durability 
of the slim heels this season. 

Color contrasts are being emphasized 
by most shoe retailers. Even in the 
black patents a dash of color is be- 
ing added. Joseph Magnin has a dressy 
black patent with a heel of white kid. 
Others put the color in the toe dec- 
orations and ties. 

From the first showings it appears 
that customers are going to be able 
to get most anything they want in 
shoes this season. There seems to be 
no “one-color” or type getting the ma- 
jor emphasis. The buyer can get his 
choice of open or closed toes or heels, 
or both; high, medium or low heels; 
silk, vinylite, patent, calf or suede ma- 
terials; and can find most any color 
or combination of colors desired. Stocks 
of merchandise are large and varied. 


* * * 


Milwaukee Feels Rush 
Of Spring Business 


Ir is remarkable what a few mild, 
sunny days can accomplish for lagging 
spring shoe sales. Final figures, when 
they are tabulated, should reveal that 
March sales fell a few points behind 
last year, however. 

But the rush of business at the tail 
end of the month was welcome reassur- 
ance to dealers that the business is here 
—all it needs is the proper weather to 
induce the customers to come out of 
hiding. “Our April volume should more 
than make up for the March decline,” 
claimed several dealers. 

Downtown stores reported that the 
March doldrums were lifted with a ven- 
geance on the last two Saturdays of 
the month. Stores were jammed, and 
most of them had customers waiting 
in line to get fitted. “Like old times,” 
was the description. 

Evidences of the slow pace in March 
were the hefty number of store promo- 
tions during the last half of the month. 
Shops were obviously trying to in- 
crease, or hold their sales levels in the 
face of drooping store traffic. March 
weather admittedly hampered business. 
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An analysis of the sales pattern dur- 
ing March shows that patents continued 
to be the top selling ladies’ shoes by 
a wide margin. Black calf rated 
ond, with blue a strong third, Flax and 
gray hued shoes also accounted for re 
spectable totals. 

Tapered toes continue to make gains, 
and are catching on more solidly in 
this cautious market than earlier pre 
dicted. A number of the buyers for the 
basic style are reporting that 
they are making plans to place more 
emphasis on the pointed toe numbers 
in the immediate future. 

Better grade ladies’ 
ments are reporting as high as 75 per 
cent of their sales now are of the nar- 
row, pointed toe variety. 

A report from some of the 
selling children’s shoe stores indicates 
a healthier picture for March existed 
than in the ladies’ and men’s shops. 
Sales of children’s shoes are reported 
at least even with last year and, in 
several instances, a bit improved. Sales 
primarily of the numbers, 
saddles and white moving 


sec- 


shops 


shoe depart- 


volume 


are basic 
with 


fast. 


shoes 
Easter Selling Opens 
In Philadelphia Shops 


SPRING selling has opened up for the 


majority of retail shoe stores. This 
has been more evidenced during the 
days of clear weather but even the 


rainy days brought enough shoppers to 
show that spring buying is definitely 
sparked. The big volume of business 
is expected to take place the two weeks 
before Easter Sunday. 

The bulk of early spring buying has 
been for childr:n’s This 
been noted by many stores selling shoes 
for all members of the family. Black 


shoes. has 
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Tropical touch of two-tone textured 

pumps is emphasized by bamboo border. 
Burdine's, Miami (three cols.). 
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patent single strap slippers for little 
girls are the most popular. Muted tones 
of pink or blue in the pastels and con 
siderable Shoes for 
sport wear or play have also shown an 
increase in sales at this time. These 
include tie fronts in oxfords, sneakers, 


red are selling. 


and loafers. 

In women’s shoes that are selling, 
black patent is better than ever. With 
the new slender silhouettes, the very 
high thin heel is noticeable again. To 
gether with the appearance of buttons, 
shoes 
the 
Combina 


bows, buckles, and instep 
that carry the 
1920's are making headlines. 
tions of black with 
leathers and materials or colors such a 
red, gray, white 
spring shoppers’ attentions. 

At the same time that shoes for dre 


traps, 


nostalgic spirit of 


patent other 


and are getting 


or “the big scene” are topping selling 
lists, shoes for casual wear are very 
much in advertising columns. As an 
example, a Chestnut street store adver 
tised “fender flats’’——‘“‘slim, stream 
lined, born for sports cars and spring 
tweeds.” These were available’ in 


navy or olive with a red sole, red with 
with black, black with 
sable. 


beige, oyster 


able, or all 


Sales Continue Slow 

In Twin City Stores 
MINNEAPOLIS 
spite of 
timulate Easter buying. 


is slow in 
of merchants to 
Black is still 


the leading color but color promotions 


Business 
strong effort 


aroused interest in blue and beige fam 
ilies. Tapered 
Patent is 


toe is well-accepted 


continuing strong. 


Shoe busine reflected department 
tore sales which continued to lag, 
howing for the week of March 16, an 


over-all decrease of 12 ner cent in sale 


in the four principal cities, according 
to the Federal Reserve Bank of Min 
neapolis report. With warm, summery 
weather arrival and disappearance of 
ice and snow, shoppers are beginning 
to fill stores with an eye for Easter 
purchases. 

Powers promoted navy in a wide 
number of style Flax has been fea 
tured strongly in many stores. Black 


patent is by far the leader, but this is 
expected to drop in favor a 
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United’s new Model A cutting ma- 
chine combines for the first time the 
speed of electronic control with the 


tremendous power of hydraulics. 





az 


Hytronics 


THE NEWEST 


Here is a new concept of smooth, quiet 
power that easily slips through a single 
ply of leather or through 48 ply of 


lining or fabric upper material. 


It is safer, lighter, smaller and readily 
adjusts to die heights from %.»” to 
2%” 





ADV 
ANCE IN Less fatigue through quiet operation 
¢ D ] E Cc UTTI Nw G and absence of shock has stimulated 


operator enthusiasm and has resulted 


| in reports of increased production. 


You save on maintenance, die, and 
shipping costs. Ask your United repre- 
sentative for details on this remark- 


able new machine. 


UNITED SHOE MACHINERY CORPORATION 
Uf BOSTON, MASS. 





SERVICE 





PARTS 
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CURRENT CONDITIONS 








St. Louis 


Wirn large share of manufacturer attention going at 
present to the Eleventh Annual Fall Showing just ahead, 
reports on production have been pushed somewhat to the 
background. In general, however, production continues at 
a satisfactory pace, with slow downs showing up spottily. 

Production by women’s houses is reported still running 
high. Re-orders are coming in steadily, especially on black 
patent still needed for Easter selling. Some specialty 
houses are finding themselves in a slack period, and are 
building up stocks against anticipated orders ahead 

In the general line houses, slow downs are reported 
fairly general. Some factories in outlying areas were listed 
as working now on a four-day week, but one spokesman 
indicates that the full working week will be the rule again 
for the three-week period preceding Easter. 

One children’s producer says that re-orders are well 
up over last year at the time. He feels that the spring 
summer selling figures will be good. Both black patent 
and white smooth pumps are being reordered quantity, 
with ornamented patterns outdistancing plainer types. 

From these conflicting reports, it is obvious that no 
sweeping statements can be made concerning dollar and 
unit sales of St. Louis manufacturers. Sales for some firms 
are ahead, for other firms about equal to last year’s fig 
ures, and other producers indicate that sales are lagging 
as much as 5 per cent. 

Evidences of streamlining of operations are coming from 
one general line house, with territories consolidated for 
better sales potential and some salesmen thereby dis 
charged. 

International has announced that it is closing its Jersey 
ville, Ill, plant and transferring production to newe: 
facilities. The factory makes women’s shoes for the gen- 
eral line and several specialty divisions, turning out about 
1500 pairs daily. The foreman has been transferred to the 
same position at Mexico, Mo., and the firm is endeavoring 
to assist the 200 released employees to find work elsewhere 


New York State 


SHOE manufacturing in New York City is moving along 
satisfactorily. The most pressing problem facing manu- 
facturers is meeting scheduled delivery dates. Retail shoe 
selling has been good and merchants have been pressuring 
manufacturers to make certain their orders are filled on 
time so that they can have adequate stock for their cus- 
tomers, 

Upstate makers of women’s shoes encountered little 
difficulty completing orders for Easter selling. This was 
particularly true of firms outside of the high-style group 
“clobbered” 
in meeting the demand for slim heels and needle toes. 

Manufacturers who did not have to put in much wood 
held themselves fortunate with regard to production prob- 
lems and costs. A style house whose output tends toward 
the conservative said recent production was running 50 
per cent over a year ago. An executive credited this 


some of the latter, according to reports, were 
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favorable showing to the “merchandising approach” and 
good retailer acceptance of the factory's styles 

This company discounted talk stores’ inventories be 
ing too big, and pointed out that many of its accounts 
were buying considerably more than last year. Neverthe- 
less, not every manufacturer can report such favorable 


Although the 


Is De 


results in spring and summer business 
season is winding up much better than it started, 
lieved that final figures for the period will not be greatly 
different from last year. 

White shoes for women will have the best season in 
many years, Rochester manufacturers assert. All-whites are 
especially strong and the trade regards their popularity in 
Florida this past winter as a reliable indication of what 
will happen elsewhere this summer. Textured leathers are 
helping sell whites. Broadtail will be a leader, some manu 
facturers predict. 

In fall lines navy is expected to be extra good, although 
not as big as in spring styles. No loss of popularity for 
black is seen. Flax and allied shades will still sell well, 
some forecast. 

Fall prices will be higher, and next spring's will be even 
higher, one manufacturer predicts. Prices should go up 
20 to 50 cents a pair for fall, this firm believes 

This same executive thinks the rising trend of shoe 
prices will not be interrupted in the foreseeable future 
There may be a leveling off of short duration, he concedes, 
but practically all major industries heavily committed 
to the constructive outlook for business 

If price resistance is encountered in the shoe business, 
manufacturers probably will give greater value or added 

better services—-but no price reduction, this man com 


mented. 


Chicago 


D iRECTION of style for fall and its effect on shoe sales 
is concerning most of the shoe leaders in Chicago as else 
where. The style factor is regarded as more important 
than it has been in several years. Here are the reasons. 
The closed up shoe (and chiefly the pump) is pretty well 
But this as a universal 


style needs some variation in detailing to make enough 


established as the dominant style, 


distinction for multiple sales, 

Pointed toes are taken for granted and will be a grow 
fapered lasts are invading all branches, in 
cluding the flats, 


ly pes. But these are not enough of a variation, they say 


ing trend 
walking shoes, and saddle and moccasin 


The pointed toes, in a short period of time, have become 
accepted for all shoes 

Finish and materials are expected to be important new 
treatments and variations. Textured treatments will appear 
in abundance. White textured leathers have had a good 
early acceptance in this area, particularly in spectators, 
Dark textured combinations are expected to be important 
for fall. In fact, textures combined with smooth or con 
ventional and traditional leathers and fabrics may be an 
important style trend. 

Patent lived up to most of the predictions this spring. 


TURN TO FOLLOWING PAGE, PLEASE] 


115 








only WOOD that 


can 


MOISTURE will... 


ABSORB WATER 
ACID 
PERSPIRATION 


OTHER AGENTS FROM SHOE’S 
INNER SURFACES 


Actual 

Photo 

showing moisture 
on sealed wood 
shoe tree 

after 60 minutes 












Actual 

Photo 

showing moisture 
absorbed 

on unsealed wood 
shoe tree 

in 15 minutes 


HAVE AN 
UNSEALED 
FINISH 


ROCHESTER SHOE TREE COMPANY 
60 CUMBERLAND ST., ROCHESTER, N.Y. 
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Most shoe men believe that it has not yet run its course. 
It began to sell in November last year. It’s believed it 
may sell even earlier this year. The textured patents are 
expected to help sustain this nearly year-round demand. 
Pigskin also has caught on for spring and summer and is 
expected to carry over in strength in dark treatments for 
fall. 

High polish effects will also add variations and are 
expected to show strength. There has been a slight slump 
in the analine leather treatments this past season, but they 
lend themselves well to the sleek closed up shapes. Black 
is naturally slated as top seller. There wili be variations 
in the tans and browns, and red in the wine casts may be 
due for a good season. Shoe men recall that calf began 
to sell earlier than ever last fall and the same trend may 
occur this year. 

Ornamentation will account for a good bit of the varia- 
tion of the closed up shoes. Buckles, buttons, and bows. 
will be about as numerous as shoe patterns. Metal buckle 
and fastener houses are being pushed to come up with 
come good new designs in keeping with the new silhouettes. 


New England 


SoME spottiness in the production picture was noted 
during early April in New England shoe factories. This 
was confined mostly to manufacturing plants which had, 
of course, completed their spring runs and had not yet 
booked enough summer and early fall business to justify 
full-time operation. 

The other side of the picture, however, is that women’s 
shoe producers with in-stock departments were finding 
it difficult to keep abreast of the flood of re-orders on 
spring styles received from practically all parts of the 
country. Many manufacturers reported they had been 
unable to accept re-orders on make-ups because delivery 
dates could not be met. In some cases, it was said, retail- 
ers were willing to accept later delivery dates but these 
were the exception rather than the rule. 

In general, however, producers feel that the season now 
closed has been somewhat better than anticipated and that 
good volume production will again be the order of the 
day as the summer and fall seasons set in. Helping to con- 
firm this opinion was the attendance at the opening of the 
Advance Fall Shoe Market Week which opened in Boston 
on March 31 under the sponsorship of the New England 
Shoe and Leather Association. 


Los Angeles 


Mos! manufacturers seem to feel that this has been a 
very successful spring selling season. Demand was strong, 
especially in the better grades, and the over-all picture was 
definitely well ahead of last year. Some retailers appear 
to have been caught short; the late-buyers found it hard 
to get deliveries and lost some sales as a result, but on the 
whole it was a good season. 

As expected, the demand for whites and light pastel 
shades was strong. What did come as a surprise, though, 
was the strong showing made by patent leather for wear 
with spring outfits. One women’s shoe that proved very 
popular was a black patent pump, with open sling heel 
and throat cut low. A taper toe carried out the elegance. 
This sort of thing was available in red and navy and white, 
but it was the black patent that got the big call. 

Manufacturers and their representatives report that they 
did a big spring business with spectator pumps having a 
fully open heel in gray and white and beige and tan com- 
binations. Most of these were shown in Spring-o-lator 
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construction. 

In men’s shoes, the newest look seems to be the sleek, 
polished styling. Turned fronts, reversed seams, concealed 
stitchings all contribute to this look. This may 
be a continuation of the demand for lightweight construc- 
such smooth finishing makes a shoe look lighter and 


smooth” 


tien; 
softer. 

In contrast to this new styling, the old standard perfo- 
rated patterns are again picking up strength. All the men’s 
lines are reporting quite a few orders of these types. It 
seems that sales interest is going to these two extremes; 
rugged looking laced shoes with perf toes, grained leathers, 
and a “sportsman’s” appearance, or else a smooth, turned- 
seam, Italian influence. 

A new color is appearing in some men’s shoes, but manu- 
facturers’ reps say that far it’s only a conversation 
piece. It is a soft olive gray-green. 
can think of is World War II “olive drab,” 
command cars and jeeps. Its field of fashion usefulness 
and acceptance remains to be seen. 

Most of the fall lines appear to be pretty well set, 
ready to be shown during Market Week in May. 


80 


as used on 


and 


TV Spots Increase Sales 


| CONTINUED FROM PAGE 111] 


picked children telling the television station's Santa Claus | 


A sprightly fast-moving show, 
Plaza Shoe 


their Christmas gift wishes. 
this has been responsible for introducing the 
Store to thousands of parents as well as youngsters, and 
has brought sharp increases each holiday sales season for 
three years in a row. 

“We try to slant our promotion for the youngsters by 
looking at the situation from the children’s viewpoint,” Mrs. 
Lee added. thing, we make certain that no child 
who visits the leaves without a gift of 
some sort. Along with the comic books and plastie 
venirs supplied by our manufacturers, we give out whistles, 
etc. 


“For one 


store worthwhile 


sOou- 


ten cent candy cones, combs for babies, novelty toys, 


We probably spend around three times the average amount 


for such mementos, but we think that they pay off in 
repeat visits, once we have made the all-important first 
sale.” 


Along with the strictly promotional] activities, the Plaza 
careful fitting 
makes a permanent size record on each, 


Shoe Store makes a serious issue of good, 
of every youngster, 
follows up every three months, and has corrected hundreds 
of instances of misfittings per year since moving into the 


shopping center location. “For some reason, parents shop- 
ping in a center such as this seem more willing to spend 
the time necessary to fit their youngsters correctly,” Mrs. 
Lee said. “In the the 
usual attitude was one of ‘getting it over with’ as rapidly 
as possible.” 

Soon after establishing the store, 


calling 


downtown location, by contrast, 


both Mrs. 


on physicians in the 


Lee and her 


husband began Springfield 


area who specialize in orthopedic work. Each introduced 
the physician to the complete orthopedic lines and services 
offered by the store and wound up with a permanent 


Plaza Shoe Store and five top ortho 
their entire clientele to the 
store. This, lot 


of luster to the shoe store’s prestige. 


liaison between the 


pedic specialists, who send 


for corrective footwear. of course, adds a 

Lastly. Mrs. Lee has made it a routine policy to send 
congratulatory letter to every new mother giving birth 
Springfield hospitals. A hand-written 
compliments the mother on her new son or daughter, and 
which is 


cheery, message 
invites her to drop into the store for a free gift, 
usually a baby book 
getting the heir underway. 


or something similarly useful in 
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Closest comparison we | 


THE SOLE 
THEY 
NEED 





OIL RESISTING 
NEOPRENE 





Neoprene, a man-made rubber, is combined with 
cork to make the sole they need . . 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 


.a sole that is ex- 


acids 


shoe soles manufactured by the Vul-Cork Division of 


the Cambridge Rubber Co., makers of the original 
cork sole. 
If you make, buy or sell work shoes, look at the sol 


first. If it carries a Vul-Cork label 


than your money’s worth. 


M 
Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of Vul-Cork 


7 





VUL CORK & 


VUL CORK NEOPRENE 


80 light, so flexible, so resilient you can roll them up right in the paim of hand 





you'll get more 
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St. Louis Manufacturers 
Stage Annual Fall Showing 
[CONTINUED FROM PAGE 93] 


san Room is a large mural of St. 
George and the Dragon, painted by the 
noted St. Louis artist Siegfried Rhein- 
hardt 

The entertainment committee which 
planned the banquet includes Lester V. 
Tober and Harry Bennigson as chair- 
man and co-chairman. Also on the 
committee are Henry Solar, Capitol di- 
vision, Brown Shoe Company; Raymond 
Kohn, Wolff Shoe Manufacturing Com- 
pany; Paul E. Johansen, Valley Shoe 
Corporation; William F. Barber, Air 
Step Division, Brown Shoe Company; 
Fred J. Weber, Weber Shoe Company; 
Norfleet H International Shoe 
Company; J. G. Samuels, Jr., Samuels 
Shoe Company; and Ted Shaw, Brauer 
sros. Shoe Company. 

Publicity for the eleventh annual 
showing and the banquet has been han- 
died by co-chairmen George Herpel 
and Beatrice Beste. Other members 
are Roblee McCarthy, Robin Hood di- 
vision, Brown Shoe Company; Lester 
V. Tober, Tober-Saifer Shoe Manufac- 
turing Company; Ruth Klump, Valley 
Shoe Corporation; Charles N. Arend, 
Juvenile Shoe Corporation of America; 
J. B. Ruebel, Trimfoot Company; D. F 
Moran, Moran Shoe Company; Joseph 
A. McCaffrey, Vaisey - Bristol Shoe 
Phil Rush, Johnson, Ste- 


& Shinkle Shoe Company; and 


tand, 


, 


Company; 
phen 





Herman Mostow, L. J. O'Neill 
Company. 

A complete Buyer’s Guide and Di- 
rectory will be distributed to all visi- 
tors registered at the show. To assist 
out-of-towners in getting to as 
many of the display rooms as they 
wish, a complete roster of the rooms by 
hotel is included. The Directory lists 
all of the St. Louis brands and the 
home addresses of the members of the 
St. Louis Shoe Manufacturers Associ- 
ation. 


Shoe 


see 


Edgar Stolle, chairman, and Charles 
Mueller, co-chairman, head the direc- 
tory committee. They have been as- 
sisted by Edward Haushalter, Brown 
Shoe Company; Arthur Clark, Hamil- 
ton Shoe Company; Don E. Short, In- 
ternational Shoe Company; K. E. Wil- 
liams, Kalmon Shoe Manufacturing 
Company; Ross Bachle, Endicott-John- 
son Corporation; Ernest B. Cooksey, 
Brauer Bros. Shoe Company; Eugene 
Darragh, Johnson, Stephens & Shinkle 
Shoe Company; Parker Bowman, Jo- 
hansen Bros. Shoe Company; Walter 
Buechlin, Samuels Shoe Company; 
Fred Winters, International Shoe Com- 
pany; and J. Heidenry, Shoe 
Company. 


Brown 


Arthur H. Gale, executive secretary 
for the St. Louis Shoe Manufacturers 
Association offers a suggestion to out- 
of-town retailers to visit the factories 
and plants where actual production is 
going on. In this way, Mr. Gale points 


out, retailers can better appraise the 
quality of the materials and workman- 
ship which go into the manufacture. 

Local shoe stores and departments, 
especially those in the downtown and 
midtown areas, stand ready to welcome 
any visiting retailers who have the op- 
portunity to stop in. As Mr. Gale says, 
“Our mid-west hospitality is sincerely 
and freely offered to all who attend the 
Show.” 

Hotel arrangements have been han- 
dled by the housing committee, headed 


by Bert L. Bishop and Charles N. 
Arend. Serving with them are Leo B. 
Hollander, Midwest Footwear, Inc.; 


Robert A. Black, Queen Quality Shoe 
Company; Walter Johnson, United 
Men’s division, Brown Shoe Company; 
D. F. Moran, Moran Shoe Company; 
and Fred J. Weber, Weber Shoe Com- 


pany. 
The guiding hand and general chair- 
man for the show is William Wolff, 


Wolff Shoe Manufacturing Company. 
Assisting Mr. Wolff on the convention 
committee are Roy Sundling, Brauer 
Bros. Shoe Company, co-chairman; 
Lester V. Tober, Tober-Saifer Shoe 
Manufacturing Company; Harry Ben- 
nigson, Hamilton Shoe Company; Bert 
L. Bishop, Deevers Shoe Company; 
Charles N. Arend, Juvenile Shoe Cor- 
poration of America; George Herpel, 
International Shoe Company; Beatrice 
Beste, Hamilton Shoe Company; Edgar 
Stolle, Hamilton Shoe Company; and 
Charles Mueller, Peters Shoe Company. 


FROM DEEP IN THE HEART OF TEXAS...TO THE ROCKBOUND COAST OF MAINE... 


CHAIRMASTERS’ CHAIRS Help Sell Shoes! 


i Ai A di a a 
fe 


& 





Let CHAIRMASTERS help you increase 
your volume and profit. Consult our 
planning department about the design, 


remember it takes more than shoes 
to sell shoes! 


layout and furnishing of your store... : 


throughout the country, 
CHAIRMASTERS’ 
creations give customers 
greater comfort, make 
it easier for salesmen 


to sell! 


An outstanding example of 
CHAIRMASTERS’ distinctive shoe 
store furniture is shown in Stanley’s 
Shoe Store, Amarillo, Texas. In this 
attractive shoe store, as in others 









Style #3285 


200 East 146 Street @ New York 51, N.Y. @ CYpress 2-0600 
SPECIALISTS IN SHOE STORE FURNITURE 


ae aS ety Vi ee Ce ae BD : 
Please send New Chairmasters Catalog to : 
NAME _ eee 
EE ae. Sere ag 
city __ an re, 
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Washington 
Newsreel 
[CONTINUED FROM PAGE 38] 


Then they’ll 


funds. 


try Congress again for 


” . * 


Philip M. Talbott, senior vice presi- 
dent of Woodward & Lothrop, Wash- 
ington, D. C., will take office on April 
30 as president of the U. S. Chamber 
of Commerce. Mr. Talbott is the first 
retailer to hold this office. 

As head of the world’s largest busi- 
ness organization (2,500,000 business- 
men), Mr. Talbott says he’ll drive for 
reduced government spending, pay-as- 
you-go postal rates, and local control 
of schools. 

Mr. Talbott has been associated with 
Woodward & Lothrop’ continuously 
since 1914. Except for Army service 
in 1918, he’s never worked anywhere 
but at Woodies. 

Richard H. Rich, president, Rich’s, 
Atlanta, and currently president of the 
NRDGA, says retailers can expect Mr. 
Talbott’s leadership at the U. S. Cham- 
ber of Commerce to be good “for the 
country as a whole as well as for every 
segment of business and industry.” 

. + ” 

Rising incomes and the trek to sub- 
urbia are creating new family buying 
habits. As a result, the government’s 
cost-of-living index is getting a little 
out of kilter. 

To get the index back on the track, 
the U. S. Labor Department is asking 
the Congress to provide extra funds 
so the bases on which the index is com- 
puted can be checked. 

Both industry and government have 
heavy investments in the accuracy of 
the Labor Department’s price indexes. 
Many wage contracts are tied directly 
to the Consumer Price Index. 

The Consumer Price Index (often 
referred to as the Cost-of-Living In- 
dex) is based on prices of 300 items. 
Price changes are matched against the 
amounts of each item that the Bureau 
believes the average family buys. 

If the basic assumption of the per- 
centage of income that families are 
spending for certain goods is wrong, 
the cost of living index can be thrown 
way out of whack. 

Many union wage contracts 
geared to changes in the index—if it 
rises a few percentage points, they 
get a raise; if it drops they take a 
cut. 

The Bureau 
basis in 1951. 
now in four to six 
things have changed. 

The recheck will 
ment about $114,200. 


- * » 


are 


last checked its index 
It plans to recheck it 
cities to see how 
the 


cost govern- 


The U. S. Labor Department has 
just discovered what manufacturers 
and merchants have known for a long 
time: When costs go up, prices must 
also go up. 

The government’s “discovery” of this 
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fact is disclosed in a new report on 
the effects of higher wages on the foot- 
wear industry in the South. 

In addition to investigating the ef- 
fects of $l-per-hour wage minimums 
on the Southern footwear industry, the 
government investigators also made a 
study of Southern sawmills, seamless 
hosiery, work shirts, wooden containers, 
processed textile waste, and fertilizer. 

When forced to pay $1 per hour 
minimums, factory management laid 
off some workers and reduced the 
amount of overtime work. Prices on 
some products rose. This, the govern 
ment admits, is traceable at 
part to the higher wages. 

The total wage costs remain 
the same, but there are fewer 
earners. 

The Labor Department is going to 
keep on studying the matter and will 
turn in a final report in June, 1958. 

Some employers tell the government 
that higher wages are resulting in im 
proved efficiency. Others say the high 
er wages cause them to be more choosy 
in hiring. 


least in 


about 
wage 


* * * 


Small Business Administration, after 
processing a record and unexpected 
number of small business loans in the 
first six months of this fiscal year, is 
broke. 

SBA officials stopped approving 
loans on February 1, waiting for Con 
gress to provide another batch of mon- 
ey for the next few months. While 
the business loan fund has a “few mil- 
lion” left, it is being saved for “down- 
right emergencies,” an SBA spokesman 
says. 

Funds still remain for disaster loans 
handled by the agency. 

+ + > 

Businessmen, as a group, well 
informed about politics and politicians. 
But their record for taking action to 
correct what’s wrong is not outstand- 
ing. For fear of criticism, for fear of 
reprisals, or from just plain proscras- 
tination, businessmen are not a potent 
force shaping governmental policies. 

This is the general political profile 
of the American businessmen as put 
together recently by the U. S. Chamber 
of Commerce. The facts were obtained 
for the Chamber by the Opinion Re- 
search Corp., Princeton, N. J. 

Here are some highlights from the 
Chamber report: (Based on interviews 
with about 1,000 businessmen) : 

@ 31 per cent have talked to 
gressmen or senators about 
legislation. 

@ 49 per cent have written their con- 
gressmen or senators about legislation. 

@ The talking or writing to their 
congressmen or senators less 
than once a year. 

@ 45 per cent urge others to contact 
congressmen or senators. 

But the majority of businessmen 
have never done any of these things. 


are 


cone- 


specific 


occurs 


” + * 


Showdown fight over extension of 


law to 
Congress 


the federal minimum wage 
small merchants is now on. 
is under pressure to make up its mind 
this year. But a decision could be put 
off for a year or so. 

Labor Secretary Mitchell’s bid to 
put the Administration in a compro- 
mise position from the start has only 
put him in the middle. He wants to 
cover any store which brings 
than $1 million a year in supplies, 
equipment, or inventory 
This would add 2.5 million work 
Over 


more 
across state 
lines. 
ers to minimum wage coverage. 
time would not have to be paid. 
Opponents including any 
stores. They say it would be inflation 
ary, would bring unemployment, and 
is a matter for the states to decide. 
They’re mad at Mitchell. 
say the Mitchell 
meaningless. They want at 
million more workers covered 
mad at Mitchell. 


. * * 


protest 


Unions plan is 
least 10 


They’re 


New U. S. 
growing tendency for some employers 
to pocket security and unem 
ployment taxes collected from workers 

Today, the Treasury is short about 
$280 million in employment taxes. This 
money was collected from employes, but 


Treasury figures show a 


social 


shortstopped by certain employers and 
not turned over to the Treasury. 

Result is that the workers have lost 
the money they contributed, and the 
government’s trust funds for unem- 
pay are short by the total 
that pocketed by dis 
honest or careless employers. 

Tax delinquincies of all types 
total about $1.6 billion. Senator Wil 
liams, R., Del., views this total with 
alarm, for the total has not shrunk 
any in the past three years—the three 
most prosperous years in the nation’s 
history. 

Sen. Williams proposes that the dis 
honest employers be forced to recog 
nize that unemployment funds collected 
from workers are not the property of 
employers but are trust funds held in 
escrow. If need should 
write some new laws to make this kind 
says. 


ployment 


amounts were 


now 


be, Congress 


of employer chiseling illegal, he 


New Moulding Firm Formed 


BOSTON A new company, Sanford 
Custom Moulding, Ine., Springvale, 
Me., has been formed for the produc 
tion of moulding of plastic 
products for the footwear industry, as 
well as other fields. The new firm will 
be headed by Arthur J. Rumrill, for- 
merly associated with Eastern Plastics, 
Sanford, Me., Manufac 
turing Company’s division, 
Waltham, Mass. 

Sanford Custom 
ped to injection mould all thermoplas 


custom 


and Raytheon 
Plastic 


Moulding is equip 
tic compounds, including cellulose, ace 


tate and acetate. It will make 
such items as women’s heels, heel bases, 


tenite 


counters, wedges, etc. on a custom basi 
for various manufacturer 








St. Louis Presents 
Fashion’s Point for Fall 
[CONTINUED FROM PAGE 87] 

vamps (wide toe openings), the newest 
of these featured closed-up pointed toes. 
Some firms are backing a revival of 
T-straps; all include slings for that 
group of women who just won’t wear 
pumps 

Flats and casuals also tell a pointed 
story with ties, tongues and buckles to 
give them a bootmaker look. 
New heel treatments—rounded, stacked, 
add fashion import. 
In newsworthiness, texture is 
And of the variety 
of leathers and materials with surface 
interest, it has been noted by fashion 
that a could have 
an exciting wardrobe of shoes based on 
black alone. She could 
brushed leather shopping, polished 
calfskin or silk suede 
afternoon, 
satin for evening. 
There is certainly every texture imag 


custom 


covered 
second 


to shape because 


authorities woman 


the color weal 
for 
pinseal to town; 
soie for 


or peau de sculp 


tured velvet or 
inable—but the overwhelming trend is 
toward smaller, more delicate patterns. 
These are offered in shiny, pearlized or 
mat finishes. Pinseal, vicuna, broadtail 
and silky brushed leathers dominate St. 
Louis other leathers have 
moire, ribbed or feathery looks. 

While calfskin in its smooth or tex 
tured form is a dominating leather for 
fall, there is a notable trend toward 
the use of kidskin, Kidskin, it is re 
itself easily to the new 


collections 4 


ported, lends 


pointed lasts and therefore is widely 
seen, for the first time, in closed pumps. 
Suede also is picking up with manu- 
facturers sampling the new silk suedes 
and finger suedes widely. In casuals 
and flats, the shaggy suedes are fea- 
tured. 

Fabrics are more beautiful than in 
many a season. To start the fall season 
early, manufacturers are pushing peau 
de soie, jacquards and ribbed silks for 
late summer selling—these will remain 
salable up to the holidays. Also slated 
for early appearance are the tweed 
fabrics. They are shown in all-over 
shoes and in striking combination with 
polished calfskin. Satins, sculptured or 
cut velvets add excitement to cocktail- 
evening fashions. 

While the leather and material pic- 
ture has been complicated by the intro- 
duction of many new finishes and tex- 
tures, the color story has been simpli- 
fied. Far and away, it will be a black 
eason . black around the clock as 
already discussed. So, after black, 
what? 

Brown, gray and red, in that order, 
is the St. Louis viewpoint. As to brown 

the dark tones, the sometimes black- 
ened tones for dress; classic tones such 
as Town and Chestnut for basic wear; 
Briarwood and the brass-vicuna shades 
for spectators and walking shoes; the 
rust-pumpkin tones for sportswear. 

The clear, medium as well as the dark 
grays emerge strongly for fall with 
smooth or textured leathers for tailored 
shoes, suede with luster trim for dress. 


Red is emphatically endorsed to com- 
plement the black and white and the 
gray ready-to-wear with Cherry con- 
sidered a safe choice. Interest in the 
St. Louis market, however, bends to- 
ward the darkened reds, even the plum- 
cordovan tones. The widespread sam- 
pling of Beetroot is indicative of this. 

Several specialty houses are boosting 
the off-beat neutrals for promotion 
Mustard Seed, No-Color, Rien, Raisin 
and Camouflage are tannery colors re- 
tailers will be hearing about at the St. 
Louis show. This off-beat neutral 
theme has eliminated the interest in 
taupy tones... and is generally felt 
to be more salable. 

Contrary to widespread reports that 
textile houses foresee a big fall-winter 
season for blue, most St. Louis manu- 
facturers have not sampled the leathers 
offered by tanneries to coordinate with 
the brighter-than-navy trends in ready- 
to-wear. Some have even ignored the 
basic Flight. But those who have sam- 
pled the blues feel strongly that they 
have a definite niche in the fall sales 
picture. Therefore, it is something that 
retailers should give consideration. 

While the new season seems concise 
color-wise (and, in the opinion of some 
drab and even lacking in color), the 
general consensus is: color takes a back 
seat—most importantly to shape, and 
also to texture. Therefore, the St. Louis 
point of view is emphatically to adopt 
the point and make a point of selling 
it. It’s the most exciting footwear story 
that has been written in many years. 





ATTENTION: all trade 





association executives 





In order to make the 75th Anniversary issue of Boot and Shoe Recorder 
complete, a history is desired of the associations that have contributed 
to the welfare and progress of the shoe industry. 


Regardless of the area or segment of the shoe industry your association 
serves, salesmen, retailers, wholesalers, manufacturers, or allied industries, 
mail a brief history immediately to 


E. B. Terhune, Jr., Publisher 
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makes the best... 


and it costs no more 


Style 2810 UL 
Supremely comfortable, 
durably built to retain its 
elegant beauty 

through the years 


Style 2780 F 
Perfectly mated 

to MILWAUKEE'S 
distinguished chairs 


Perrrrr:s 


rr 


O46 44 44 4 4 
rrrer: 


Shoe selling success and MILWAUKEE furniture 


go 


hand-in-hand. Modern selling calls for 


the best in modern design, and MILWAUKEE 


delivers the best in refreshing style, 


peerless construction and the kind of 


comfort that encourages shoe buying. You 
get the best store furniture creations 


from MILWAUKEE—and it COSTS NO MORE 


WRITE FOR OUR ILLUSTRATED BROCHURE 


Inside Shoe Business 


[CONTINUED FROM PAGE 103] 


lighten them about shoes and shoe busi- 
ness? It may not sell a single extra 
pair of shoes. But it will improve the 
industry’s public relations, where a lot 
of repair work needs to be done. It 
will help create a friendly, more under- 
standing and more appreciative mass 
of consumers. It will help raise the 
shoe salesman’s level of occupational 
dignity, help attract qualified young 
people to a calling often unappreciated. 

It will reduce many consumer com- 
plaints wherein the customer is actu- 
ally at fault but doesn’t understand 
enough about shoes to accept it. It will 
create new admiration and respect for 
the tremendous costs, skills, creative 
talents and conscientious effort that go 
into the making of a pair of shoes. 
It will command more public apprecia- 
tion of shoe values—and realization 
that the price paid is extraordinarily 
low for the product received. 

Payoff? It has countless offshoots. 
The business of selling shoes is a high- 
ly specialized job in itself. So is the 
business of public education regarding 
And the two have no right 
to be joined though they were 
Siamese twins. They’re of the same 
family, but separate individuals, never- 
theless. 


a product. 
as 
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MILWAUKEE CHAIR COMPANY 
MILWAUKEE 46, WISCONSIN 


What’s more, this shoe education, 
like charity, needs to begin at home. 
There’s as much education needed 
within the industry as outside. Many 
shoemen need to learn about the great 
dramatic possibilities in the product 
they sell, the exciting romance behind 
it. Often to the forest to 
see the trees, shoemen have 
taken the shoe for 
granted. 

In short, before we can teach we need 
teachers. Industry-wide promotion is 
simply an arm of public education. The 
real public classroom is at the fitting 
stool where the nation’s 
and and talk with 
600 customers a year. 

When the shoe industry does away 
with the “commercial” approach to 
promotion and adopts the educational 
approach, it will then have the 
perspective to do the kind of job 
business needs and wants. 


close 
many 
inherent 


too 


values 


shoe retailer 


their salesmen see 


million 


right 


hoe 


How We Sell Higher 
Priced Shoe Findings 
[CONTINUED FROM PAGE 70] 
that 
investment. 


something will help you protect 
your I know from exper- 
ience it will greatly increase the service 
and comfort you’ll get from your 
shoes.” 

Excusing himself to wrap the new 
shoes, he lets the product label sel! the 


Instead of 
claims printed on the 


customer. reinforcing the 
label when he 
returns, he stresses the ease of appli 
cation and of polishing. At Fyfe & 
Company, demonstrate a 
product. The 
thusiasm for 
by the store’: 


we never 


salesman’s sincere en 
the product is 
prestige. We've been in 
over ninety years and Detroit 
standing reputa 


backed 


business 


ers know of our long 
tion. 

How well does thi 
work? thi 


program, 


method of 
integrated 
Fyfe & Company 
10,000 bottles of Shoe 
month Oddly enough, 
for this 


not at 


elling 
Using “follow 
through” 
has sold 


Saver in 


over 
18 


our sales record seemingly 


easonal item i all seasonal 


We regard the fairly consistent year 


around Shoe Saver sales as proof that 
our sale 


What’ 


ning up more profit 


ound retailing 
the cash 


program 1 


more, it keep ter 


regi 


Made Branch Sales Manager 
MINN Promotion of 
Sweeney to Dallas branch 

industrial 


St. PAUvL, 
James W. 
sales manager, trades tape 
division, has been announced by Min 
nesota Mining & Manufacturing Co 
Mr. Sweeney, who joined 3M as a 
tape salesman at the St. Paul branch 
in 1950, was most recently sales super 
visor in the Cleveland and Detroit 


area 





Aesthetic Appeal Important 
[CONTINUED FROM PAGE 69 | 


walls, all indirectly lighted. Designers 
of the department were C, FE. Swanson 
& Co. Associates, Chicago, assisted by 
the store’s architect, Leo Vander Miller. 

A variety of well-known brands is 
another essential in a department store 
this kind. Mr. Butler 
lines of women’s and 
shoes and casuals, the wo- 

ranging in price from $8 
include Troylings, Nat- 
uralizer, Pandora, Beaux Arts, DeLiso 
Debs, British Walkers, British Bre- 
vitts, Selby Arch Preservers, Capezios, 
Shoes, Town & Country, Manne- 
Sandler of Boston, Stride Rite, 


, Gerwinettes and Funsters. 


operation of 
pointed to 18 
children’s 
shoe 


1 hey 


men’ 
to $30 


Clini 
quins, 
Lazy Bone 
srand names are emphasized in adver 
tising and window displays along with 
a highly-trained sales personnel capa- 
ble of fitting these shoes correctly. 
Children’s business at the May Com 
store downtown is large, yet the 
only gimmick used for enticement is a 
rocking horse. As Mr. Butler puts it, 
“It’s the good brands, a variety of 
izes and correct fitting that bring the 


pany 


mothers back again and again.” 


Dior Introduces 
Ready-to-Wear Line 


New York—The first read-to-wear 
shoes designed by Christian Dior were 


introduced recentiy in the Bonwit 
Teller Shoe Salon here. Made in Chris- 
tion Dior’s own factory in Philadelphia, 
they have al] the features of French 
custom shoes. They are light in weight, 
of the finest materials, with delicate 
dressmaker detailing. 

Upper materials in this spring and 
summer collection include Deldisilk, a 
velvety suede with a two-way nap; 
patent leather; grained and smooth 
calf; silk prints and luxurious and 
brightly patterned cut velvet. In colors, 
Dior Gray will be important for spring. 


In gray Deldisilk this elegant pump has 

a calf heel and vamp trim. From the col- 

lection of Christian Dior Shoes now sell- 

ing exclusively at Bonwit Teller Shoe 
Salon, New York. 


Deldisilk has been used in many colors: 
red, parma, oatmeal, indigo, rust, tan 
and gray. 

Styles are all designed for city wear. 
Heels range from 19/8 for walking 
to a high, thin and slightly curved 
23/8. Entirely closed pumps with deli- 
cate detailing are the basis of the col- 
lection. Very new looking is the style 
shown with closed toe and open back: 
a low-cut ghillie, an instep strap and 
a T strap. Prices will start at $21.95. 
At a later date, French imported shoes 
will be added. 


How Can You Operate 
Without Records? 

[CONTINUED FROM PAGE 73] 
receipt of goods, record is made of the 
date, manufacturer, manufacturer’s 
stock number and description of the 
shoe, cost, selling price and a detailed 
breakdown showing sizes and 
widths received and total number of 
pairs. A number is then assigned to 
the style and a sheet is made out in 
the perpetual inventory book and the 
record transferred. 
work is entirely eliminated 
with this system. The record of each 
shoe is always available so that shelf 
warmers can be quickly eliminated 
from the stock. Slow sellers can be 
spotted within a few weeks of receipt 
and immediate steps can be taken to 
move them. 


size 


Guess 


How Old Is Your Company? 


To all Retailers, Wholesalers, Shoe Manufacturers, 
Leather Companies, Allied Industries serving the shoe 


field: 


Is your company 75 years old or older (established in 
1882 or before)? 


For the Honor Roll of old established companies in or 
serving the industry to appear in the 75th Anniversary 
issue of Boor AND SuHoe Recorper, mail a brief history 
of the company to 


E. B. Terhune, Jr., Publisher 


BOOT and SHOE 


ECORDER 





CHESTNUT AND 56th STREETS @ 


PHILADELPHIA 39, PA. 


Boot and Shoe Recorder 











Applied Shoe Fitting 


[CONTINUED FROM PAGE 67 ] 


of walking is determined by the old 
shoes and is a good indication of what 
type of shoe should be suggested. 

7. Abnormal feet may require some 
attention and it is the duty of the 
salesman to refer this customer to a 
doctor or podiatrist. 

8. Try on both shoes, making sure 
they are as fresh-looking as possible. 
Nobody wants to try on new shoes that 
have been tried on by former potential 
customers, with counters thrown out of 
shape and uppers soiled because of 
poor and careless handling. 

If an oxford is tried on, make sure 
that it is unlaced so as to give a fresh 
appearance. Many sales are lost be- 
cause of carelessness in the presenta- 
tion of these “tried-on” shoes. It is 
embarrassing when the customer wants 
to see another pair of the same shoes 
that are fresh and have never been 
tried on, and there is not another pair 
left in the same size and style and 
color. Another sale lost for no good 
reason except carelessness. 

9. Use care in putting on the shoe 
so that no part of the foot will be irri- 
tated due to the presence of corns, cal- 
louses or other sensitive spots. 

10. Check both the cus- 
tomer stands and insure 
proper fit and to proper 
weight distribution. 

In fitting children’s most of 
the previous methods apply. Additional 
steps may be necessary in making the 
child feel comfortable, gaining his or 
her friendship and confidence. 

In measuring the child’s feet, the art 
of showmanship prevails. Remember, 
the welfare of the child’s feet is in 
your hands. Confidence is of prime 
importance and confidence with the 
knowledge that you understand your 
duties will make return 
for subsequent purchases. 

Things that the 
after a child’s shoes are removed are: 
having the child walk in stockinged 
feet to note the tread and manner of 
walking without shoes; the fit of the 
child’s hose; a possible longer second 
toe; which foot is longer and the 
shape of the foot. Comments to the 
parent are usually noted and appreci- 
ated. 

Because of the shape of children’s 
shoes and the fullness with which they 
usually fit, a child’s foot is always mea- 
sured while the child is seated and with 
the instep pressed firmly on the mea- 
suring device. Of for addi- 
tional emphasis, the foot may also be 
measured while standing to any 
difference in elongation. 


shoes while 
walks to 
allow for 


shoes 


the customer 


impress parents 


course, 


note 


DETERMINATION OF PROPER FIT 

1. Ball of the foot, or widest part of 
the foot should set at the widest part 
of the shoe and should fit snugly at the 
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curve of the sole. (In some women’s 
shoes the manufacturer suggests that 
you feel for the small toe rather than 
the ball because of the special type of 
last involved.) 

2. Check the ball and arch area. The 
foot should fit snugly along the inner 
border at the ball and arch region. If 
the shoe creases lengthwise, it is a 
sign that the ball of the foot is too far 
forward, thus pulling the vamp in this 
region. Before you decide that this shoe 
is too short, you must determine if you 
are dealing with a flatfoot, which also 
causes a crease in this region. 

3. Determine the width by 
your thumb across the vamp. The shoe 
should have a little give—not enough 
to feel that the shoe is wide and 
still not tight enough to feel that it is 
too narrow. A shoe that is wide 
will cause unnecessary irritation over 
the toes, especially the big toe. 

1. There should be enough height in 
the region of the toe box, especially in 
the case of hammer toes. In children, 
this is a must even though the length 
and width are correct. The shoe is short 
when there is not enough height at the 
toe box. The top of the 
against the top of the toe box and be 
comes irritated, probably even causing 
Measurement would prob 
ably show that length and width are 
allright. Ordinarily, this 
when the shoe is stepped on and the 
toe box is broken. 

5. Check for proper length. In 
men’s we could be easily de 
ceived if we actually felt for the end 
of the large toe in a closed toe shoe. 


running 


too 


too 


toe rubs 


a blister. 


occurs 


wo 


shoes, 


The toe, in almost all cases, reaches 
down practically to the very tip and 
it is almost impossible to determine 


proper length in this manner. To de- 
termine correct length, make sure that 


the ball of the foot rests in the cor 
rect spot at the widest part of the shoe, 
at the flare of the sole. If the cus 


tomer says that the shoes are too short 
and you honestly know that she is 
being fitted properly, it may be that 
the toe is hitting the top of the toe 
box. Raising the toe box usually solves 
this problem. 

In children’s shoes, should be 
one-half to three quarters of an inch 
from the end of the longest toe to the 
end of the shoe. This can usually be 
felt with gentle pressure in the region 
of the big toe. 

6. The base of the heel in the 
should be wide enough to take care of 


there 


shoe 5 


the proportionately wider base of the 
heel of the foot. 

7. Check the fit at the heel to see 
that there is no excessive slipping. 
There are many reasons why a shoe 
will slip even though fitted properly 
in all other respects. This usually oc 


curs because the sole of the shoe is 
rigid and does not flex properly on the 
first fitting. Also, the heel may be too 
wide in proportion to the rest of the 
shoe. At the same time, it may be that 
the last of the right for 


the shape of that particular foot, even 


shoe is not 





though the size is correct 

To get the shoe to fit properly, it is 
wise to flex the soles gently before try 
ing them on. Also, we have discovered 
that moistening the inside quarter lin 
ings slightly prevents slipping. 

To make an oxford fit better at the 
heel, lace the shoe twice through the 
upper eyelet, or, punch an additional 
set of eyelets past the top pair. 

Many times children’s shoes appeat 
to slip at the heel, when in fact it i 
actually the socks that keep creasing 
and then alternately straightening out 


which gives the appearance that the 
shoe is slipping. 
8. Check the instep. Tongue pads 


are generally an effective aid as they 
not only help the shoe to lace better 
in the case of oxfords, but also protect 


any sensitive spot on the foot in this 
region. If straps do not fasten prop 
erly, or, if the vamp of a pump is cut 


too high for the instep, another type 
of shoe should be tried. 

9. In shoes we 
with the problem of gapping. 
of pronation great 
of pressure on the medial and lateral 
the heelbone, 
the gapping 
heel becomes 


women’s are faced 
In cases 
there is a amount 
sides of the counters at 
and in low heeled shoes 
is very evident. As the 
higher, there will be less gapping be 
distribution, more 


cause in weight 


pressure is thrown on the ball of the 

foot, and there is less pressure at the 

heel in the area of the counters. 
Children’s shoes will gan only if 


there is a great deal of pronation, or 
if an arch is shoe 

10. In children’s and 
flat and low heeled shoes, there will be 


the vamp. In 


worn in the 
hoes women’s 


a crease straight acro 


higher heeled women’ hoes no such 
crease is noticeable as the shape and 
type shoe worn does not require any 


obvious crease. 
11. Check the ankle bones, especially 


in fitting children This is a must 


Sheer neglect in this region of the 
foot can cause unnecessary blisters 
12. There should be no pressures in 


shoe in the region of the ball. 

hape of the shoe should be 
correct for the particular shape of the 
foot. A short stubby foot should be 
fitted in a broad toe. A foot with long 


the 
13. The 


toes should be fitted to a shoe that will 
accommodate this type of foot. 

14. In children, a complaint that 
there is a pain under the arch gen 
erally indicates that the foot is at 


tempting to pronate and the counter 


and the shape of the arch on the 
medial side of the shoe are resisting 
this action. A _ slight flexing in this 


region will overcome this complaint. 


Family Shoe Store Opened 

DAYTON, O. Shoes ha 
opened a new 1925 N. Main 
Street, featuring footwear for all mem 
bers of the family 

The tore pulled steady traffic 
during the formal opening by offering 
thousands of gifts and prizes. 


George’s 


tore at 


new 








Impact of the Tapered 
Toe on Manufacturing 
[CONTINUED FROM PAGE 64] 
must be done to accomplish this result. 
These new lasts are basically differ- 
ent from 1920 lasts. They resemble 
tapered toe lasts of 1920 but they are 
modeled on new principles to provide 
the size dimensions of modern 
lasts. They provide better fit than 
transition-type short pointed lasts. 
Experiments with new lasts in high 
fashion lines have proved that closed 
toe pump patterns are top favorites for 
the new wood. But low-cut ties and the 
new evening oxfords are also identified 
as success types. Leathers and materi- 
als soft as possible, pliable plumpers, 
soft springy box toes, skeleton counters 
are all detailing new 
These all contribute to the soft, 
sheathed look that is the opposite of 
the tight-fitting bound foot effect. 


true 


important In 


shoes. 


Impact on Shoe Merchandising 


The trend away from round toe, low- 
cut shell pumps started as long as five 
During this time pumps 
have become number one best sellers in 
brackets. And in this same 
there has been a change in 
at top fashion levels from this 
round look to the lengthened tapered 
Soft constructions and 
with elegance of line 


year ago. 
all price 
per iod 
pump 
toe boneless 
hoe a greater 


have distinguished high from popular 


fashion 


BOSTON ATHLETIC SHOE CO., 


Boot and Shoe Recorder 


Today these softer constructions and 
more refined detailings are being inter- 
preted in popular price shoes. And, in 
this same price category, new length- 
ened toe lasts are being introduced for 
fall. Most popular last shape influenc- 
ing volume fashions for fall is the fa- 


This gray suede nineteen-eyelet turn 
boot, dating from the 1917 to 1919 era 
of high dressy boots, has much in com- 
mon with 1957 styles in its tapered toe 
last, curved medium Louis heel and fine 
embroidery in cut steel beads. Made by 
a manufacturer in Haverhill, Mass. Lent 
by the United Shoe Machinery Corp. 


That's why more & more dealers 
are joining the profit parade 


to BASCO ICE SKATE OUTFITS 


order your stock NOW!! 


FOR 
JUNIORS 


LADIES’ 
FIGURE 


MEN'S 
HOCKEY 


Maxine, now accepted in big-city 
stores as the best example of modified 
tapered toe. 

This modified tapered toe becomes 
the basic last for pumps and open 
backs. Sandals and open-toe shoes con- 
tinue on their specific type of wood. 
Basic comfort types introduce new 
modified versions of tapered effects for 
volume store selling. (Together they 
make 80 per cent.) 

Dramatic new fall styles to be shown 
in coming weeks derive their fashion 
appeal from their shapely look. Pat- 
terns are simple, understated pumps, 
low-cut ties and straps. Perfectly plain 
pumps with typical low sides and small 
throat decoration are favorite base 
patterns for this period of transition 
to a new shape. Easier to make in fac- 
tory, easier to buy, easier to sell. 

Two versions of extreme tapered toe 
lasts are outstanding: the newest elon- 
gated shape with sheared-off point, and 
the long designer last. (These make 
20 per cent of new stock.) 


mou 


Impact of the Tapered 
Poe on Shoe Selling 

[CONTINUED FROM PAGE 65] 
fall tapered toe shoes. 

There is nothing scary about the 
long, shapely lines of the new shoes for 
fall. They should not alarm salesmen 
nor frighten customers. But there are 
certain overworked terms that should 

[TURN TO FOLLOWING PAGE, PLEASE] 
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FIGURE 
& RACING 








72 Second Street 
Cambridge, Mass. 











They knew what they wanted and 


followed through! 
The 


separated. 


starting points were widely 
The steps along the way 
were diverse but it was inevitable that 
they should meet and become a work- 
ing team in the shoe industry. That’s 
the minuscule biographical sketch of 
Joyce Forbes and Bob Wanger—who 
now maintain a design and shoe ser- 
vice at 45 West 34th Street, New York 
City. Their customers reach across the 
United States and Canada too. 

Joyce Forbes had an eye and a flair 


for art and wanted to direct it into 


design. Shoes seemed to have a natu- 
ral affinity so she studied shoe con- 
struction and fitting and then was 
for the practical application. 
for 


manufacturers, and just as she was 


» her teeth into it’ World War 


r 


ready 


She was designing shoes many 


“gettin 
I] came along and for the duration het 
talents were diverted into “lofting lay 
out” for floats and pontoons for air- 
craft, tool and die inspection, ete. 

Now we switch to Bob Wanger. He 
started in show business. Sang in such 
popular musicals as  Hellzapoppin, 
High Button Shoes, Vagabond King, 
The Mikado and in the night club cir- 
cuit. During the war, he was in the 
than the 


India. 


Air Force and more 
“Road to Mandalay” 
Egypt and Africa. When he got out of 
the service, he thought he would go 
back to his first love 


but instead he met Joyce Forbes and 


saw 


China. 


show business 


married her. 
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BOB WANGER 


It’s a good match, for they share an 
enthusiasm for the same kind of vo- 


cation and avocation. They have a 


retainer-fee arrangement with most of 
their customers, for whom they design 
men’s, women’s, teens’, tots’ and chil- 
dren’s shoes in both dress and casual. 
They suggest the colors, leathers, find- 
ings and all the component parts that 
should go into the shoes to insure their 
consumer and salability. 
They check the first models to make 


sure that they are right. 


acceptance 


In order to render the maximum of 
useful and advisory service to their 
accounts, Joyce and Bob scout the 
apparel, leather, fabric and accessory 
markets six to twelve months ahead of 
a season to anticipate the coming fash- 
There’s nothing general 
Rather, it 
tom made to fit the needs of each cus- 


fac- 


ion trends, 


about their service. is Ccus- 


tomer-——his market, his line, his 
tory problems. 

In addition to the regular accounts, 
Joyce and Bob sell individual designs 
to manufacturers. They also influence 
styles abroad. Four times a yeal the 
publication Shoes in Vienna, published 
in Austria, shows a double-page spread 
of men’s and women’s shoe designs 
originated and submitted by Joyce and 


Bob. 


They live in Westchester and for 
avocation they paint pastels and 
water colors. For their inspirations, 


they travel extensively to observe cus- 


toms, color, cultures of peoples of 


other lands. 






Impact of the Tapered 
Toe on Shoe Selling 
[CONTINUED FROM PAGE 124] 


promoting, advertising 
“Pointed 


be avoided in 
and selling these new shoes. 


toes” as a descriptive term spells dis 
comfort to modern women brought up 
on the theory of foot contour shoe 


and sandalized foot freedom. 

Newer lasts that look forward to fall 
appear to be narrower and more 
pointed than they are in actuality. It 
is easy to sell the new the 
customer gets them on her feet. Women 
like the new aspect of their feet in 
these shoes with a gently curved elon 
gated forepart. And when they discove 
that these new shoes fit just as well as 
their favorite short toe styles they are 
delighted. 

Meanwhile your 
easier by the dramatic changes in all 
fashions. Women are being told through 
every medium about the new soft, fluid, 
look, with one continuous flowing line 
They are being pre 


shoes once 


selling job is made 


from hat to shoe. 


sold the new fashions and the new 
shoes that go with them, before they 
enter your store this fall. Your aim i 


to tell customers through windows, ad 
vertising, direct mail, that these shoes 


with the beautiful shapely lines are 
essential for the sheathed effect 
Fresh Styling Marks 
Children’s Lines 

[CONTINUED FROM PAGE 9% | 
how low the topline. 

The three-eyelet wing tip and the 
continental type stepin promise to be 
the major styles for fall. While pri 
marily offered in black and brown 
leathers, many newly grained, severa 
firms report the showing of a new 
loden green suede. In such a serie 
one manufacturer reports the exten 
sion of its size run up to boys’ ten 

The finale to the fall children’s sto: 
is provided by dress shoes for littl 


girls. As this segment of the busing 
continues to 
the 


mounts 


gain sales strength at re 


tail, pressure for new styling also 


There was a time, one manu 


facturer report “when a good shoe 


tayed in top favor four or five season 


Now, what is the top seller one seasor 
drop off drastically the second season 

In the sense of pattern replacement 
the little girls’ fashion busine fo 
low that of women’ footweat Ari 
in the realm of ome materia and 
colors, it likewise may follow women 
trends. But, while boy tyles franl 
mimic dad’s, sister noe 18 not copied 
after mother’s 

Designers in this market point out 
that little girl’s footwear must remain 
dainty and appropriate to age. It can 
not be patterned after a woman’s shoe 
Take the current trend toward the 


While girls’ footwear ha 


tapered, 


pointed toe! 


become slightly particularly 


in the growing girl run, the point 
out. It’s not suitable. 
[TURN TO FOLLOWING PAGE, PLEASE 














Style-wise, there is further proof of 
individuality in detailing. A tot’s pina- 
fore, for example, provided the inspira- 
tion combination the calf- 
kin vamp overlay scalloped and but- 
suede. Lace-like collars at 
are reminiscent of a 
shirtwaist dress. Butterfly 
Colonial buckles are other 
appropriately youthful 


for a shoe 


toned over 
noe throatiines 
little girl 
how and 
example of 
trim 

the 


’ 
Misses 


In silhouette pump continues to 
and growing girls’ 
are about &5 per 
Sut in the latter run, as 
many styles incorporate 
Or, the shoe is sold as 
a pump with the strap packed in the 


aominate the 


run Child’ IZe@s 
cent trap 
in the misses, 
Wivel straps 
box. Depending upon the customer, the 
hoe } a pump or the strap is 
stitched 
repair department or 
merely inserted through a loop attached 
to the breast of the heel. 

Rounded or V-shaped  throatlines 
fashion competition for fall from 
higher-riding While retain 
ing the pump theme, vamp treatments 
move up the instep via tongues, offside 
flared 
cized treatment 

Suede 
patent 
and 


old a 


attached in one of two ways 


on in a store’ 


nave 


ilhouettes. 


throatlines, overlays or elasti 
and blue) and 
(black, copper, gunmetal, red 
blue satin) dominate the 
Velvet is a major 
fabric, with one manufacturer estimat 
ing that his firm’s nylon velvet 
equal those of 


(black, brown 


color 
material picture 
sales 


may uede, accounting 


for 30 per cent of the sales pairage. 
Black is the all-out favorite, with 
brown and blue expected to pick-up. 
Red velvet, along with red patent and 
dark red kidskin, is slated for holiday 
selling. 

Calfskin (black, brighter-than-navy, 
brown and red) and kidskin also figure 
importantly in the fashion scheme. Kid- 
kin, in a whole range of promotional 
colors plus black and red, is relatively 
new as a fashion offering. Its scope 
extends to the metallics with gold and 
bronze important trims. Other promo- 
tional materials are broadtail, pinseal, 
embossed patents and satins. In most 
cases, these are being used in combina- 
tion with one of the more basic leathers. 

With the advent of the betwix and 
between shoe discussed earlier, St. 
Louis has made another contribution 
to the wardrobe theme now pro 
viding retailers with and 
betweeners for important 
daily occasions—the highest in high 
fashion for Sunday-best and parties. 
Thus, St. Louis maintains without ques- 
dominant leadership in the 
children’s shoe field—in volume, in qual 
ity, in fashion. 


staples 


classics 


tion its 


Review of the 
Retail Trade 
[CONTINUED FROM PAGE 113] 
cent the later spring and summer pic- 
Gray is good. A number of pro- 
spring 


ture, 


motions of gray ensembles in 


C h @ | ' rs e Built for Comfort 


—n—ememmen — Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


CS RAVENNA, 


126 





OHIO 


costumes have quickened interest in 
gray footwear. 

Toe interest shows that the tapered 
and the needle-point cuts are well-liked. 
Maurice L. Rothschild-Young-Quinlan 
showed extremely pointed toes in gun- 
metal patent, black patent and in navy 
leather. Napier showed rapier toes and 
heels in gray or red calf and in black 
grain patent, selling for $22.95. Little 
heels are also featured strongly. Don- 
aldson’s featured a group of classic 
pumps with little heels, stressing com- 
fort as well as smart styling. 

Trims are important. Buckles and 
bows, buttons and bands are used free- 
ly. There is much white trim and 
white stitching. 

Flexible shoes have been given good 
promotion. Napier’s featured imported 
uper-soft shoes with dise heels in red 
or fawn calf and in black and gray 
calf, selling for $12.95 and $14.95. 


SAINT PAuL—-Shoe week is observed 
in St. Paul stores, bringing the new 
styles to attention of the public with 
displays and heavy adver- 
Editorial pages of newspapers 
tress smart stylings, showing color 
cuts. Business has been slow but is 
expected to show much increase from 
now on as Easter nears. 

The centering of attention on shoes 
with a “shoe week” has become a cus- 
with St. Paul merchants before 
[TURN TO FOLLOWING PAGE, PLEASE] 


extensive 
tising. 


tom 


for your catalog 
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FRED KAHN, well-known shoe de- 
signer, was born in Frankfort, Ger- 
many, and has lived and worked in 
three countries—Germany, England 
and the United States. Trained in the 
broad field of design, he has worked 
for the 
and in 


theater—in stage settings 
the textile field. While still 
living in Germany, he became inter- 
ested in shoe designing. 

In 1933 he moved to England where 
he served as a volunteer for six years 
in the British Army. He next estab 


Hicher throat lines are needed to 
give variety in silhouette, according 
to Fred Kahn. 
pumps with a normal throat height 


style of the moment, feels personally 
that the modified toe 


ferred. 


FRED KAHN 


The Designer Speaks .. . 


Of course, he added, 


will always sell. “I like higher sides 
and a lower front, too, for a bootette 
type.” Mr. Kahn, while admitting that 
the very slim, needle point toe is the 


is to be pre- 


lished himself as a shoe designer in 


London. There his two sons were 
born and he himself became a British 
subject. He 
The Society of 


“Rie: AS 


strict 


member of 
Artists 
an organization with 


bee ine a 
Industrial 
requirements for membership 


and a high ethical code, designed for 


the protection of its members and 
controlled by The Council of Indus 
trial Design in London. 

Since his arrival in the United 


Novel silhouette, step- 
in on modified taper- 
ed toe and 21/8 heel, 
of suede 
trasting trim matched 
to lining. A 

Kahn Original. 












with con- 


Fred 





Kahn ha 


States in 


April, 1952, Mr 
a reputation as a designer of 
He plans 


and hec ome 


made 
women’s high style shoes 
to remain in this country 
an American citizen. Among his hob 
bies dancing has ranked first. As an 
the 


championship four times in England 


amateur he won tango world 


Second among his pastimes is philat 
ely; third, gardening with the raising 
special 


of varieties of cacti as his 





Review of the 
Retail Trade 
[CONTINUED FROM PAGE 126] 

Kaster. Practically all merchants who 
sell shoes participate during the week 
of March 24. The newspaper adver- 
tising was very heavy with many of 
the larger stores running full page 
ads. The Golden Rule department store 
ran five pages in the leading Sunday 
newspaper magazine. The Emporium 
had fashion authorities in the shoe de- 


partment for two days. Shoes were 
modeled all of the first day. 
Advertisements and store displays 
pointed out the newest style features. 
Pointed toes and slender heels came 
in for much attention. The slim nar- 
row shoe seems to be the strongest 


fashion, designed for both grace and 
comfort, and giving slim elegance to 


footwear. 
Patent leather was given strong 
featuring. Pebbled patent was shown 


extensively. Soft calf continued to be 
accented. There were many fabrics 
shown. 

Pumps were strongly featured. There 
were many square-throated pumps. 
Sandals were also offered in many 
glamorous stylings. Shoes with collars 
or vamp insets and much trim were 
strongly evident. Black was a leading 
color, followed by navy blue 


gray or 
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All of the beige tones were represented. 
There was much red, which seems to 
be making a strong comeback, accord- 
ing to the store offerings. White trim 
was shown extensively. Mesh appeared 
in many styles with black shown prin- 
cipally. 

The Easter re-action from the week’s 
concentration on 
be very good. 


shoes is expected to 


Fitting Service Is Offered 
In Self-Service Store 

GARY, IND.—-A chain of six self-ser- 
vice shoe stores is planned for the Gary 
area by The Crown Self-Service Shoe 
Stores, Inc., a joint enterprise of 
Gerald Goldman, Robert Wolf and A\l- 


len Wolf, all Gary residents. The first 
store has opened at 500 West Ridge 
Road. 

The store arrangement has men’s, 


women’s and children’s shoes displayed 


in open boxes according to sizes on the 


shelves. The customer shops super- 
market style and selects the shoes from 
the shelves. Measuring sticks are 


available to assure correct fit. 

Mr. Goldman said the manager and 
the assistant manager of the store are 
men experienced in shoe fitting, ready 
to help the customer. 

A second store was opened in Ham 
mond, Ind., March 1. 


Columbus Store Remodeled 
The 


CoLUMBUS, O. firm of Evan 


and Schwartz has remodeled its store 
at 2461 E. Main Street, in Bexley, a 
uburb of Columbus, to permit a 25 
per cent increase in stocks. A new 
hosiery bar was also installed rhe 
company has a downtown store and 
another in the Graceland Shopping 


Center. 





Slipped Disc? Backache? 
Then You’re ‘Off Dead Center’ 


TORONTO, ONT.—High-heel-shoes may 
be good for some men, as well as wo- 
men, It all depends on the angulation 
of the spine. 

Dr. Irving Toftness of Cumberland, 
Wis., visiting here to address chiroprac- 
tors, believes that some people should 
wear high heels, others low heels, and 
the rest should go barefoot. 

"Women have been smart enough for 
years to wear heel heights that make 
them comfortable,” he said, “but men— 
except cowboys—have been caught flat- 
footed. Most people are off balance. 
some are as much as two inches off dead 
center. As a result their vertebrae are 
at odd angles, and their discs can't 
function smoothly.” 

Dr. Toftness, who has studied thou- 
sands of X-rays of male and female 
spines, said "fortunately, | can wear the 
normal one-inch heel.” 
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Kitty Kelly Shoestore, Brooklyn, N. Y., 


showing Thonet chairs 1368 and 1369 


UNEXCELLED 


for simplicity, 


comfort 


and strength. 


For more than 
100 years, 
specialists 

in the manu- 
facture of 
chairs and 
fitting stools 


601 fitting stool 
sat: 19° «11 for shoe stores. 


Write us about your seating 
needs. We will send 


appropriate ustrated material 


THONET INDUSTRIES, INC., Dept. L 


ONE PARK AVENUE NEW YORK 16. N.Y 


THONET 


SHOWROOMS: NEW YORK, CHICAGO, DALLAS, LOS ANGELES, 
MIAMI, STATESVILLE, N. ¢ 





Shoe Store Coffee Room 
For Short-Time Renters 


Sr, Louts—Shoe stores near large apartment house de- 
velopments are faced with this problem: how can we make 
new apartment renters aware of our store when they 
move in? 

One St. Louis County store owner, Walter H. Klick of 
Klick’s Shoes in Brentwood Square shopping center, was 
puzzled by this problem. 

Klick’s is the closest shoe store to Audubon Park, a 
group of four, six, eight, 10 and 12 family modern apart- 
ment buildings, housing approximately 4500 men, women 
and children. Businessmen transferred to St. Louis ordi- 
narily use Audubon Park as a suburban way-stop until 
they can find houses to buy. 

Local surveys turned up this bit of information: the 
population of Audubon Park changes rapidly. About nine 
out of every 13 families “turn over” each year. Mr. Klick 
felt that just when he was getting his store established 
with an Audubon Park family, the family moved out and 
another family moved in. The problem was to keep Audu- 
bon residents constantly aware of his store and its mer- 
chandise 

Consequently, a special coffee room was built in the shoe 
store. Its opening was tied in to a promotion for Audubon 
Park residents only. Each of the 1300 families was sent a 
hand-addressed, hand-stamped mailing piece inviting resi- 
dents to have coffee at Klick’s. “We’d like to know you 
better!” the invitation read. “We want to spend the week 
chatting over our ‘kitchen table’.” 

According to Mr. Klick, response to the coffee-time invi 
tations was excellent. Potential new customers from Audu 
hon Park now know him and his store. After a few months, 
when many of the present renters have moved out and a 
new crop has moved in, he plans to issue a similar invita 
tion. By this continuing plan, he feels confident that the 
apartment residents will always be aware of Klick’s. 

The coffee room is open on Mondays through Fridays 
year round for customers and friends. Since there is no 
convenient coflee-break place in the shopping center, Mr 
Klick hopes that the 40 doctors who have offices in Brent 
wood Square will drop in, along with personnel from super 
markets and shops nearby. All of this will build good will 

Present plans call for displays of men’s shoes in the new 
coffee room. On Saturdays no coffee will be served. In 
stead, the room will become the men’s fitting room, since 
in this family type operation most men come in on that 
day. Mr. Klick believes that the display of men’s shoes 
may attract housewives’ attention favorably, so that they 
will mention some pattern, color or style over the dinner 
table when telling husbands about their stopping for free 
coffee at Klick’s. 

The coffee room will also provide a definite place for 
Mr. Klick and his associates to receive sales representa- 
tives from shoe firms and supply houses. 

In short, the new coffee room appears well on its way 
to solving these problems: increasing sales; increasing 
tore trafhe; acquainting Audubon Park residents with 
the store; providing a separate fitting room for men cus- 
tomers; providing a display space for salesmen; and most 
importantly, helping build the whole store as a personality, 
with hospitality unlimited 

To provide for the coffee room, a section of space was 
borrowed from the generous stock area and partitioned so 
that it could be entered either from the stock room or 
from the store proper. 

The color scheme ol gzreige, pink and ray was chosen 
to harmonize the coffee room with the rest of the store. One 
wall has built-in shuttered door cabinets to house supplies. 
[he cabinet top becomes a long counter, Formica topped, 
which is the coffee bar. 
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Edison Opens 300th Unit in Chicago Area 





Chandler’s Store in Old Orchard Shopping Center Follows Company 
Policy of Individual Design for the Community for Which Planned 


By BERNICE DECKER 


CHICAGO — The 800th shoe salon of 
Edison Brothers Stores, Inc., Chandler’s 
Old Orchard, has opened in this new 
shopping center in Skokie, Il]. All of 
the firm’s executives were present for 
the opening and for the review 
on the previous day. 

The open concept of store architec- 
ture finds a fresh expression in the new 
store. It is located in the new shopping 
center wing, facing Marshall Field & 
Company’s women’s apparel shops. The 
store presents a sweeping expanse of 
stone and glass in a series of planes. 
The effect is one of a complete unit, 
with portions of the interior visible to 
passers-by. 

In keeping with Edison and Chandler 
policy, the store does not follow the 
usual chain store pattern. Each store 
is individually designed and merchan- 
dising according to fashion tastes of 
the community. Focal points of the 
new salon interior are gold washed 
shell-and-pewter light fixtures hung in 
clusters. The ceiling and painted walls 
are olive green with the wall oposite 
the entrance hung in a silver on gray 
silk spatter pattern. 

Another wall is in deep red Japanese 
cloth. A third is in white and gold in 
a simulated tortoise shell effect. Chairs 
and love seats are upholstered in pin 
stripes and geometric patterns pre- 
dominately in reds and yellows. The 
carpet is in variegated shades of gray 
with gold lurex accents. 

The handbag department features 
many fashions especially coordinated 
with the new French Room shoes. It 
is of a new design displaying the large 
selection of styles within easy reach of 
the shopper. The chairs have been 
especially designed for Chandler’s and 
reflect the Scandinavian influence. 
Architecture and decor was by Edison 
Brothers’ own staff. 

“This dream of some day operating 
300 high fashion shoe stores began 35 
years ago when the firm opened its 
first Chandler’s in Atlanta,” Harry 
Edison, president, stated at the open- 
ing. “Sales for our first year in oper- 
ation amounted to $282,949. Sales for 
1956 exceeded 91 million. With the ad- 
ditional 25 stores we intend to open 
this year, our goal is $100,000,000 in 
sales for 1957.” Company sales for 
the first two months of 1957 were ap- 
proximately 15 per cent ahead of the 
same period in 1956. 


press 


April 15, 1957 





Company officials point out that Edi- 
son Brothers has used the merchan 
dising formula of elegant salons, ultra 
high fashion footwear at popular prices 
to build itself into what they claim is 
the largest exclusive women’s 
store organization in the country. 

The firm now operates 131 Baker’s, 
61 Leeds, 62 Chandler’s, and 46 Burt’s 
stores, located in 145 cities, 38 states, 
the District of Columbia and the Ter 
ritory of Hawaii. 

It is pointed 


shoe 


that for many 
years the firm’s have enjoyed 
the advantages of 100-per cent down- 
town locations. New shop 
ping centers are Jocated at high visi 
bility points. An unusual development, 
it is reported, is the apparently small 
effect on the firm’s downtown stores’ 
volume when the company has opened 
one or more suburban stores in a com- 
munity. 

In many 


out 


stores 


stores in 


downtown volume 


Cases, 


actually increased substantially with 
the opening of new stores, it is stated. 
One conclusion is that the new stores 


created additional purchases. Officials 





St. Louis Fashion Board 
Picks ‘Shoe of the Month’ 





A spectator spat pump, the "Hialeah" by 
Life Stride, has been selected by the 
Shoe Fashion Board of St. Louis as its 
Shoe of the Month for April. The shoe 
combines smooth white calfskin with 
black patent. Its squared throatline is 
accented with a black patent strip dot- 
ted with two white enamel buttons. A 
Pellon innersole preserves the original 
shape and flexibility and insures greater 
resiliency in the shoe. 


point out that in centers like Old 
Orchard, where Chandler’s is promi 
nently located opposite Marshall Field 
& Company’s first floor apparel shops, 
an Edison Brothers store complements 
the major stores’ own fine merchandise 
selections, 

This is the seventh 
in the Chicago area. There 
on State Street, Michigan 
and at four other locations 
out greater Chicago. 

The company’s eastern expansion is 
well under way with recently 
opened or coming in major New York 
These include 


Chandler store 
are stores 
Boulevard, 


through 


stores 


shopping centers. 

County Center, Westchester; 
Roosevelt Field, Hicksville, Valley 
Stream, White Plains, and Manhasset, 
L. I., as well as Bergen Mall and Gar 
den State Plaza in New Jersey. Under 
construction is Chandler’s two-story 
upper Fifth Avenue in Man 
About 35 new stores 
19058. 


area 
Cross 


salon on 
hattan. 
planned fo 


are 


National Shoes Approves 
Record Spring Ad Campaign 
New YorkK—A 


vertising campaign in 
radio, television and magazines will be 
launched by National Shoes,  Inc., 
through Emil Mogul Company, Inc., 
the company’s advertising agency. 


record spring ad 


newspapers, 


Weekly insertions ranging from 
double and single pages to 360 line 
will be made through June in daily 
and shopping newspapers in 11 mar 
kets located in the five states where 
the chain operates 133 store The 
states are New York, New Jersey, 
Connecticut, Massachusetts and Mary 
land. 

An intensive radio spot schedule in 
25 markets will employ a new jingle 
that retains the familiar slogan “Na 
tional Shoes Ring the Bell” but in 
corporates new messages and musical 
arrangement Copy for a_ typical 


jingle reads “National Shoes ring 
the bell, So lovely—-and the style’s so 
new, So lovely—and for so little, too 
National Shoes ring the bell.’ 

While most of the company’s ads 
will feature specific styles, the print 


campaign will kick off with an institu 
tional ad keyed to Easter. The headline, 
“Smart bunnies and slick chicks go 
for National Shoes,” leads into a photo 
graphic montage of children and teen 
agers in Easter 
backed by an Easter egg setting. 

The pre-Easter ad is scheduled 
for a full page in the April issue of 
Parents’ magazine. 

National Shoes is continuing its tele 
program, “Children’s Theater,” 
featuring Ray Forrest on Saturday 
mornings. 

Spring window displays in all stores 
will feature, by special tie-in arrange- 
ment, a large size photo cut-out of 
Judy Holliday, star of the Broadway 
musical, “Bells Are Ringing.” Copy 
reads, “Judy Holliday Sings ‘Bells Are 
tinging,’ for National Shoes.” 


bunny costumes, 


also 


vision 
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Remodeled Shoe Store Gets ‘Deep Vista’ 


An interior view of the remodeled Swope Shoe Company store indicates how the 


firm's goal of adding "vista and depth" was carried out. 


Lighting was also a 


factor in the brightening up process. 


" 


Sr. Louis—New vistas added 
Shoe 


of t 
In downtown 


were 


to footwear selling when Swope 


remodeling 
Street 


Company completed 
tore at 905 Locust 

St. Loui 
The 


hle-doored plan with two 


hop entrance, formerly a dou 
separate en 
how window, 


trances flanking a cente) 


vas changed to a single entrance plan 
Through the newly-added win 
the front, passersby 
the 
the 
an extended vista of 


Ihe the 


decorated along with the remodeling. 


picture 
now 
the 


- 
aiso 


dow at can 


idewalk not only 


hut 


propel 


ee from 
display 
the 


tore has 


hoes in window 


tore 


interior of been re 


Several month ago casual were 


lower level area 
the 


plu 


brought up from the 


coordinated into elling 


rhese 


hoe > 


and main 


pace clinie and 


ty pe . 


careerist now mingle with dre 


pattern to make a_ well-integrated 


vhole 
I'wo broad expanses of mirror have 
talled at 


with 


heen in the back of the selling 


along ectional] 
Tall 
oftened 
lesk 1 

Spotlight 


pace, eating 
tables add 


writing 


unit lamps on end 


light A 


included 


low chech 
tome) 


highlight the 


for cu ervice 


are used to 
honeycomb-design open racks at the en 
the 
McCain, 
utilize thi 


Heel Shop.” 


mall 


ident of 


trance to tore 
Meade 


plans to 


‘Littl 


aicove, 


pre Swope’ 


’ 


alcove space for a 


In the remodeling, the handbag sec 


tion was enlarged and the wrapping 


area moved forward. New bright aqua 


hoe boxes line two walls and form a 


“wallpaper.” Glass display islands are 
the installed. Ac- 


cording to Mr. McCain, the remodeling 


among new fixtures 
aimed at eliminating all bulk to give the 
store a feeling of vista and depth. The 
carpeting and the store’s 50 chairs are 
of blonde and beige tones 
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Nebraska Store Celebrates 
65th Anniversary 
WEEPING WATER, NEB.—-A 
here established by an English cobbler 
85th 
been in 


shoe store 


early in 1872 is celebrating its 


annive) Ownership ha 
the same family all that time. 
John Marshall, a cobbler at Market 
Wheaton, Yorkshire, came to America 
in 1872. Reason for his was 
that a son, Alfred, had stowed away 
on a sailing vessel bound for this coun- 
try in 1871. Another brother, Charles, 
was sent to return the lad to England, 
but like hi 
cumbed to the charms of the new land. 
The father then decided to 
and emigrated with his seven remain- 


ary. 


coming 


stowaway brother, he suc 


come, too, 
ing children. 

The Marshall Shoe Store at first de 
pended for business entirely on cobbling 
and manufacturing of 
The firm now stocks well known brands 
of footwear for men, women and chil 
dren, but the shoe repair department 
a prominent place in the store. 
A line of dry goods was added a year 


custom shoe 


retain 


apo, 
The store was at first operated by 
John Marshall and his sons Tom, Char 
les, Arthur and William. The latter i 
the father of S. J. Marshall, present 
owner and operator. William and his 
son ran the place for some time, with 
S. J. Marshall taking over sole owner 
hip in 1913. The latter retired in 1946 
when his son, J. Nissley Marshall re- 
turned from Navy duty. He decided a 
year and a half ago to go into another 
field, however, and S. J. Marshall re 
sumed the management. 

The present owner has been a mem- 
ber of City Council several times. His 
Nissley Marshall, mayor 


six years ago. 


son, J. was 


Shoe Stores Are Prominent 
In Town and Country Plaza 


GENEVA, N. Y.—Shoe stores are con- 
spicuously represented in the new 17- 
store Town and Country Plaza which 
has opened on Hamilton Street, here, 
less than two miles from the center of 
the downtown business section. 
McCurdy & Company, Rechester de- 
store, has a large shoe sec- 
tion in its branch store in the Plaza. 
Lewis’ Shoe Store has moved from 
downtown to the shopping plaza. Kin- 
ney and Schiff have both opened large 
and the W. T. Grant Company 
small self-service shoe de 


partment 


stores, 
store has a 
partment. 
Leon Colgrove, formerly with Shad 
dock’s Shoe Store, Canandaigua, 
been appointed supervisor of Me- 
Curdy’s department, 
here. The section has a salon 20 by 35 
feet and is outfitted with 41 chairs up 
holstered in green or blue. The depart 
with 
gray 


has 


, 
women’s shoe 


has a background 


shadow 


ment 
three 
mixture. 


The 


green 
boxes. Carpet is a 
tock 
handle 10,000 pairs of shoes on 
shelves. Leo Schultheis, Rochester, is 
hoe buyer. 


space is equipped to 


steel 


of Lewis’ Shoe 
said his new quarters measure 
120 feet, which gives 200 more 


George Lewi 
Store, 
20 by 
square feet than he had in the store at 
508 Exchange Street, which he 
occupied since 1951. This is a family 
type Susiness and parking are 
both better than in the old location, he 
said. 

Schiff’s 


, ownel 


has 


store. 


Shoe Store has a selling area 
30 by 75 feet. Jerry Miras, manager 
of the store, was a shoe buyer at R. H. 
Macy & Company, New York, 
10 years ago. Recently he has 
employed by the Veterans Administra 
tion Hospital in Canandaigua 
Kenneth Carroll is 
Kinney store in the plaza. 
managed Kinney’s 
tore. He the company not 
disclosed whether it will continue the 
downtown store after the present lease 


about 
been 


manager of the 
He formerly 
downtown Geneva 


said has 


expires. 


Bernardo Sandals Cited 
NEW 


YorK—Bernardo Sandals was 
the recipient recently of an Editorial 
Fashion Award conferred on the high 
style sandal manufacturer by Glamour 
Magazine for valuable editorial cooper- 
ation during 1956. The award, a hand- 
some wooden plaque, was presented by 
Kathleen Casey, editor-in-chief, and ac 
cepted, on behalf of Dino Sonnino, 
president of Bernardo Sandals, by 
Maureen Spindt. 

This is the first year of the award 
which is designed to include manufac- 
fields. The win- 
are to be chosen by 
representing 


turers in all apparel 
year 
magazine’s 


ners each 
the 


these varied departments. 


editors 
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Above—Glass show windows are sunk into the cement ia 
Rolinick's ninth and newest shoe store in the Rocky Moun- 


tain region in University Village, Boulder, Colo. Right— 


By VIVIAN C. ANDERSON 

DENVER—Living up to the motto 
that “a customer is a guest in our 
home” and fitting proper managerial 
and sales personalities as well as the 
proper merchandise to the areas served 
have helped build Rollnick’s Shoe Com- 
pany, Denver, Colo., into the largest 
retail shoe concern in the Rocky Moun- 
tain region. Rollnick’s ninth and new- 
est store has been opened in the Uni- 
versity Village Shopping Center in 
Boulder, Colo., on a widely-trafficked 
street leading into the famous Denver- 
Boulder toll expressway. 

Other fine Denver stores, like Neu- 
steter’s, have branch stores in the Uni- 
versity Village center, which is still 
expanding and building. The center 
is adjacent to the growing University 
of Colorado and plays to the collegiate 
clientele. Jerry Cummins, with a col- 
lege background and formerly assis- 
tant manager of Rollnick’s Englewood 
(Denver suburb) store, has been named 
manager of the university shop. 

The newest in shoe store designing 
has been used in the new Boulder store 
which covers 2,500 square feet. What 
Philip J. Rollnick, supervisor of stores, 
believes is the first shoe store in the 
country to employ in its construction 
a method by which the “walk-in” glass 


windows were installed. They are 
sunk into the cement. Anodized alumi- 
num stripping comprises the metal 


work around the glass windows while 
the rest of the front is of Italian 
mosaic. Both exterior and interior are 
adapted to the surrounding country- 
side. As Mr. Rollnick says, “The 
anodized aluminum stripping looks like 
the gold in the nearby ‘hills’.” 

Silver and gold, the university’s col- 
ors, are effectively used in the interior, 
the walls of which are of gray cedar- 
wood and panels of silver and gold 
printed canvas. The ceiling of acousti 
cal plaster is painted a burnt orange 
and the carpeting is gray. The men’s 
department, marked by a sign in the 
shape of a college pennant, has gold 
leather chairs; the women’s and chil- 
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dren’s departments, similarly desig 
nated, are fitted with white leather 
chairs made with black lacquer legs. 
Light fixtures also are in silver and 
gold, while picture and counter are in 
limed oak. 

“Having a young manager who looks 
like a college youth and is ‘hep’ to col 
legiate lingo helps a lot,” Mr. Rollnick 
said. “Our stock is the same as in 
other stores except we carry large 
assortments and sizes of young men’s 
and women’s shoes for every occasion 
We size up our shoes every week and 
can keep large stocks on hand for the 
store was made to carry 60 per cent 
concealed stock.” 

For special] orders and fill in orders, 
speedy service again is available to 
the customer, for Rollnick’s is the only 


shoe firm to have its own shoe ware 
house in Denver, a 45-minute drive 
away. Frequent window display 
changes are made. This, too, is made 
easier because the shoe company has 
its own window display materials 
warehouse from which all nine stores 


can draw. 

“Bags will sell many pairs of shoe 
and in a college town, we have found 
co-ordination of youthful bags and 
shoes is an important merchandising 
must,” Mr. Rollnick continued. “Our 
salesmen are trained not to push the 
customers too hard; let them feel that 
they are guests of ours while in our 
store. Salesmen won’t push either, if 
you pay them fairly high salaries with 
good commissions.” 

Shoe prices in the store range from 
$2 to $22, bags from $2 to $12.95. The 
Joulder store is the second collegiate 
shop in the Rollnick chain. The other 
is in Pocatello, Ida. The seven 
Rollnick stores include four in Denver, 
two in Cheyenne and one in Rock 
Springs, Wyo. Mr. Rollnick’s father, 
Albert C. Rollnick, now president of 
the company, founded the firm 33 years 
ago. 

Shoe stores must have well-defined 
policies of management and selling, 
both Rollnicks believe. They are con 


other 





Silver and gold—Colorado University's colors—and large 
displays of merchandise appeal to the collegiate clientele. 





JERRY CUMMINS 


Chosen because he mingles well with 

the collegiate crowd, Mr. Cummins is 

the new manager of Rollnick's Shoe 
Store, Boulder, Colo. 


structing their new stores so that cus 
tomers can browse, handle and examine 
the large varieties of offered 
They said that the nine-store buying 
power plus the Denver warehouse en 
ables them to bring the consumer the 
newest in fashion plus the best in qual 
ity and values. Their policy has been 
stated as “smaller profits, more vol 
ume, personalized service and guaran 
teed customer satisfaction.” 


shoes 


Shoe Firms Lease Space 
Y ORK Shoe 
and G. R Company 
leased the North 
Shopping Center, 40-store de 
which 
tart this 
Jerome 


NEw 
America 


Corporation of 
Kinney 
have tore space in 
Country 
velopment for construction is 
cheduled to 


announced by 


spring, it was 
Lieberthal, de 
veloper. 


Shoe Corporation took 3,750 square 
feet and Kinney leased 4,500 square 
feet in transactions arranged by Gil 
bert H. Salomon & Sons, renting agent 


for the project, in Plattsburgh, N. Y., 
to be the largest between Albany and 
Montreal, 
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How to Exploit Fashion in Selling Children’s Shoes 
By MILDRED SULLIVAN 


WooONSOCKET, R. I.—In a textile city 
with a metropolitan population of 
100,000, Kornstein’s Youth Department 
Store, here, has done an outstanding 
selling the fashion theme in chil- 
dren’s shoes and apparel. 


job 


A major medium for telling the fash- 
tory are the big style shows it 
times a year in school 
and church auditoriums throughout the 

Instead of the usual 10 or 
for the 
how, these 


ion 
puts on several 


entire area. 


12 model average store 


affairs 


spon 


ored put on 75 to 


80 models. 
The shows reach hundreds of women 
each year. They create a lot of good- 
will, bring in new customers, and keep 
the Kornstein name before the people 
in a newsy fashion-wise way. 
According to Samuel Kornstein, 
president, these style shoes are one of 
their important of pro- 
moting the fashion theme for shoes and 
apparel. 
Started in a 


Mr. 


most means 


section with 
and Arnold 


basement 


six chairs, Kornstein 


INSULATED 


ROYAL WORCESTERS 


are now available in 


an’ / 


Kornstein, vice-president, have devel- 
oped one of the largest children’s shoe 
volumes in the area. 

Says Samuel Kornstein, “That small 
section grew to the point where it was 
just bulging at the seams. Two years 
ago we increased the department to 
16 chairs with a proportionately larger 
stock area. 

“That expansion increased the shoe 
business 150 per cent. It is now one of 
the busiest departments in the store; 
there are times when all seats are 
taken, and people are waiting to be 
seated. 

“We operate the department accord- 
ing to definite policies. We have two 
nationally advertised lines which are 
exclusive to us in this city. This allows 
us to build a following for these 
brands. 

“We advertise shoes every week of 
the year. People are buying them every 
week of the year, and it is folly to stop 
advertising just the major 
Easter and school-opening seasons have 
very important to keep 
advertising constantly. 

“Our advertising media consists of 
radio, and direct mail. 
Newspaper space is around three col- 
four inches during the slower 
and up to half pages, with an 


because 


gone. It is 


newspaper, 


umns 
seasons, 
occasional page, during the major sea 
sons. We use plenty of white 
with little text. 

“Copy emphasizes our exclusive shoe 
brands, giving price ranges, and illus- 
trates and features specific style num- 
bers, always giving regular prices. We 
do not run price promotions or price 
specials. In our opinion it is much 
better to promote exclusive brands, 
shoe quality, and perfect fitting ser- 


’ 


Space, 


vice.’ 

The store has just signed for a one- 
year 15-minute radio program featur- 
ing matters of interest to mothers and 


housewives. Previous radio advertising 
has varied from weekly spots to 15- 
minute programs. For one year the 
store had a 15-minute program “Coffee 
An’,” an informal presentation of na- 
tional and local news and features. 


‘ s 
Reg. trademark ~ ie 
Battelle Development — —_— 


Corp 


The first leather boot to offer the all-weather warmth and 


Carolina Store Marks 54th 


SPARTANBURG, S. C. Wright- 
Scruggs marked its 54th anniversary 
recently. The shoe store was estab- 
lished in February, 1903, by Walter 
DuFay Wright and Charles Scruggs. 

Wright-Scruggs is in its original lo- 
cation, 126 Morgan Square, and is un- 
der the management of Fay Wright 
Cates and her husband, Terry Cates. 


comfort of patented insulation now adds the second feature your 


customers want most — resistance to water. All styles of Foamex- 


insulated Royal Worcesters are now available with uppers of 


BAVONIZED* leather — tested and proven 250 times more water- 


resistant than untreated leather! 
Combining both features makes Royal Worcesters your 
top value in outdoor footwear today, by far. And you can offer 


your customers their choice of moccasin or plain toe styles in 


Dollar Off on Spring Styles 


ELKHART, IND.—When the commun- 
ity-wide Dollar Day came the shoe de- 
partment at Drake’s Department Store 
did not have any out-of-season shoes or 
short lots to offer, so an offer for the 
one day was made of a dollar off on 
any pair of women’s new spring dress 
shoes from the entire stock. 


6, 8 and 10 inch tops, at prices that mean a good buy for them 
and a good profit for you. 


Call your Wholesaler today or write 


WORCESTER 


SHOE COMPANY 


NATIONALLY ADVERTISED 


HAMMOND STREET 
WORCESTER © MASS. 


WHOLESALE ONLY 
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Expansion Stymied, Retailer Doubles Volume Anyway 


BY GENE CREIGHTON 


PHOENIX, ARIZ. — When physical 
limitations make it impossible for the 
shoe retailer to expand in his leased 
space, the solution may very well lie 
in taking over another store in the same 
neighborhood, according to Bert Eisner, 
owner of Bert’s Shoes, here. 

Mr. Eisner operates two Bert’s Shoe 
stores, a block apart in a busy residen- 
tial-neighborhood shopping area, and 
by doing so, he does more than twice 
the volume he would accomplish with 
either store as a single unit. He has at 
least two opportunities to sell every 
prospective shoe customer in the area, 
and frequently where the style or price 
which the customer wants isn’t avail- 
able in one store, it will turn up in the 
other. 

Limited in size, Mr. Eisner’s store 
was literally overflowing with custom- 
ers, and in 1953 he knew that expansion 
was a must. However, there were long- 
term leased shops on both sides of him, 
none of which would give up their space, 
for two years or more to come and it 
was impossible to provide either a base- 
ment or a second story sales area. 

In the next block, however, there was 
a store three times as large which was 
available for leasing. Instead of chang- 
ing the name, he used exactly the same 
type of trade-mark sign on both stores, 
but, with plenty of space in the new 
store which is 25 feet wide by 35 feet 
deep, he went into better priced, top- 
quality grades of men’s, women’s and 
children’s shoes. Equipped with com- 
pletely new fixtures throughout, since 
none were moved from the other store, 
the Phoenix shoe retailer took the op- 
portunity to produce a_ particularly 
striking and comfortable store. 

The new store is done in light cream 
throughout, with wall-to-wall carpeting, 
blond vinyl chairs with wrought-iron 
legs, and 100 per cent use of the front 
for display space and other advantages. 
He moved his office to the new store as 
well. 

Since May, 1953, when the new store 
was formally opened with a direct mail 
letter announcing the unusual two-store 
set up. Mr. Eisner has maintained his 
“high end” inventory in the larger of 
the two stores, and the “low end” stock 
in the other. Most of his customers 
know that a generally lower-priced line 
is featured in the low-end store, but 
that they can depend on top-line foot- 
wear in the “main store.” 

By the end of 1955, sales volume was 
exactly double what had been sold in 
1953 in a single store, and by late 
1956 the increase amounted to approxi- 
mately 225 per cent. Mr. Eisner, who 
has developed many innovations in 
family shoe merchandising, makes a 
point of letting customers at either 
store know that there is an equally 
large choice at the second store, only 
a few steps away, where there is no 
difficulty in meeting the fitting needs 
or the style choice of the customer. 
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He has been pleasantly surprised to 
find that almost every customer takes 
him up on the suggestion and moves 
from one store to the other, on the 
same shopping trip. 

As was the case before the addition 
of the second store, the smaller of the 
two with the low-end prices is far and 
away the busiest. It requires two sales- 
people in each store to handle the load, 
although the newest store is at least 
four times as large as the previous one. 

Advertising equally emphasizes both 
stores. 

“We operate on an interchangeable 


basis,’ Mr. Eisner said. “Either store 


AMHERST 


can call upon the other for personnel 
in the event of sudden rushes, and we 
have found that the arrangement is 
even better than simply enlarging one 
store.” 


Shoe Man Closes One Store; 
To Expand Another 


Charles H. Fish 
is closing out his store at 162 North 
Main Street, Providence, R. I., con- 
solidating that business with the main 
store at 190 Taunton Avenue, here. To 
make room for the addition, Mr. Fish 
plans to open a basement department. 
In general he will concentrate on better 
grades of shoes for men, women and 
children. 


SEEKONK, MAss. 


Here's Style, 
Comfort, and 
Sizes 4'/2-11, 
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It lists over three dozen styles of Dickerson 


In Blue Kid, Black Patent, or White Kid, with 


matching Nylon Mesh. This smart two-eyelet tie, 


on 16/8 heel, is typical of the beauty, comfort and 
value you can offer your customers with Dickerson 
Write for our new Spring-Summer catalog today 


the 


SMART shoe that’s Really comfortable. 


THE WALKER T. 


DICKERSON COMPANY 


| COLUMBUS 15, OHIO In New York: 417 Marbridge Bldg 
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Bonwit Teller Shop Stages First of Spring Promotions 


New York—Bonwit Teller, leading 
Fifth Avenue department store, was 
the first top fashion store in the coun- 
try to produce a preview of the “Easter 
Parade of Leather,” themed to Leather 
Industries of America’s spring promo- 
tion. 

The curtain-raiser of the Bonwit pro- 
motion was a juncheon-fashion show in 
the Persian Room of the Plaza Hotel, 
April 11. The LIA-produced show open- 
ed with a scene illustrating the impact 
of new shoe designs on women’s shoe 

Two stage 
In the first, models wore the 


wardrobes sets composed 


the scene. 


most fashionable shoes of the past 


several seasons. The second set dis- 
played the new shoe sheath—the closed 
shoe with the long, pointed toe and high 
slender heel, spearheaded by LIA to 
produce a completely new trend in shoe 
fashions. 

After this introduction, a five-scene 
show was presented featuring shoes 
for casual wear, daytime, cocktails, 
after-dark, and at-home entertainment 
or leisure. To point up the focal im- 
portance of shoes this spring, the 
models wore neutral-colored sheath 
dresses throughout, while the shoes 
were coordinated with the spring sea- 
son’s newest handbags, gloves, belts and 











Tne SHOR FOR CHILDREN 


One of a series featuring national advertisers who are Iselin clients 


Edwards Shoes, In« 


is one of the notable shoe manufacturers who 


factor with William Iselin & ¢ vompany, Inc. We are proud of our associa- 


tion with these successful companies. Iselin factoring has long been a 


basic tool of successful operation in many industries, whether used for 


financial, credit or consultative services. 
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other leather accessories. 

Windows and interior displays 
throughout Bonwit Teller’s played up 
shoes and other leather accessories 
featured in the show. They were also 
scheduled to be shown on a national TV 
network. Shoe manufacturers whose 
new styles were shown included Ber- 
nardo, British Walkers, Capezio, Cel- 
lini, Dior, Joyce, Lipare, Marshall 
Meadows & Stewart, and Palter de 
Liso 


Welfare Fund Shoe Division 
Gives Plaque to Elkan Myers 

3ALTIMORE—lIn recognition of his dis- 
tinguished service to the Baltimore 
community and for his inspiring lead- 
ership in behalf of Jewry both here 
and abroad, a bronze plaque was pre- 
sented to Elkan R. Myers, of D. Myers 
& Sons, at a testimonial breakfast in 
his honor by the Shoe division of the 
Associated Jewish Welfare Fund. The 
breakfast took place at the Woodholme 
Country Club, and is one of a series 
of meetings being held by the Trades 
and Professions groups of the 1957 
Combined Campaign of the Associated 
Jewish Charities and Welfare Fund. 

Pau! J. Fineman and Arthur B. Ries 
were co-chairmen of the Shoe division. 
They by 23 vice-chair- 
men, who are: Morton Abrahams, 
Robert Blaustein, Irvin S. Blinken, 
Larry L. Esterson, Albert Fine, Leon 
L. Forbstein, David Goldstein, David 
H. Halle, Edward Halle, Nathan Hand- 
werger, Harry F. Kaplan, Emanuel 
Katz, Hyman R. Kravitz, Samuel Levin, 
Felix Levinson, David London, Simon 
Madow, Samuel Margolies, Gilbert 
Perel, Bob Rubin, Irving Schoen, Frank 
Smalkin and Sol Swerdloff. 


were assisted 





Dublin’s Lord Mayor Renews 
Worn-Out Parade Footwear 


With cigar in hand and his gold chain 

of office around his neck, Robert Briscoe, 

Lord Mayor of Dublin, shops for a pair 

of shoes at Brooks Brothers, New York. 

He said he had worn a hole in one of 

his shoes after attending the St. Patrick's 
Day parade in Boston. 
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National Shoe Lines Integral 
Part of Huge Western Center 


SAN FRANCISCO — Three nationally- 
known shoe lines — GallenKamp’s, 
Thom McAn, and Leed’s—are among 
many to be sold at Bay Fair, one of 
the nation’s largest and most modern 
regional shopping centers scheduled to 
open this fall in San Leandro, Calif. 

Leases have been signed with the 
huge center — being developed by 
Macy’s California and Capital Com- 
pany—by GallenKamp Stores, Melville 
Shoe Company, makers of Thom McAn 
footwear; and Edison Brothers, Inc., 
makers of Quali-Craft shoes carried 
exclusively by Leed’s. 

The $25-million ultra-modern shop- 
ping center on the east side of San 
Francisco Bay, near Oakland, is geared 
to serve a trading area of more than 
a quarter-million persons, according to 
Harry Rothrock, general manager of 
Bay Fair. He said the area’s annual 
purchasing power is more than $100 
million. 

GallenKamp’s, largest retailers in 
the low and medium price family shoe 
in the Bay Area, is making its Bay 
Fair store one of its outstanding units, 
according to Harry Kollinger, vice- 
president. “The decor will be new and 
handsome, and latest types of fixtures 
will be introduced in display and other 
phases of our operation. We will stock 
25,000 pairs of shoes in this, a key 
unit of our Bay Area operations.” 

Bay Fair Thom McAn will occupy 
floor space of approximately 5,000 
square feet. Thom McAn now oper- 
ates about 740 stores across the coun- 
try. The Bay Fair store will carry 
shoes for men, women and children; 
hosiery, handbags and other accesso- 
ries. McAn’s business is founded on 
large-volume sales at popular prices 
and small-unit profit through the chain 
of low-overhead stores selling suffi- 
cient quantities of shoes to maintain 
its own factory on a year-around basis. 

Leed’s Shoes, occupying approxi- 
mately the same floor space, will fea- 
ture in its new Bay Fair store a com- 
plete assortment of Quali-Craft dress 
style shoes, for which it is the exclu- 
sive West Coast outlet. Also featured 
in its store, to be located on the shop- 
ping center’s upper level, will be a 
coordinated hosiery and handbag de- 
partment. Leed’s is a division of Edi- 
son Brothers Stores, Inc., the nation’s 
largest exclusive retailer of women’s 
shoes, according to Herman Lifschitz, 
western regional manager. 

The three shoe stores will be inte- 
gral parts of the vast new shopping 
center which is in the core of a county 
showing the most dramatic population 
growth, 70 per cent in 16 years, of 
any of the San Francisco Bay Area 
counties. 

Bay Fair, with a branch of the fam- 
ous Macy department stores as the 
largest establishment, is being built on 
two shopping and parking levels—only 
such center in the western states 
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providing 600,000 square feet of mer- 
chant space for a total of 80 stores. 
A turnover of 15,000 cars daily will 
be accommodated in free parking space. 


Open Mary Jane in Buffalo 


BUFFALO, N, Y.—The John Irving 
Stores Corporation of Boston has 
opened its second Mary Jane Shoe store 
in Buffalo, the 100th in its chain. The 
store, featuring women’s and children’s 
shoes and accessories, 991 Broadway. 

Named manager was Bernard J. 
tubenstein, former assistant manager 
of one of the two Rochester Mary Jane 
stores. The Broadway store features 
an open style front and displays and 
modern interior design. 





Two New Family Stores 
Opened by Thom McAn 


New YorkK—Thom McAn opened its 
first family shoe store in the Denver, 
Colo., area in the J.C.R.S. Shopping 
Center on February 28. The new store 
is operated by a local company, Spivak 
Thom McAn, Ine. 

Robert Jacobs, formerly with a Thom 
McAn family shoe store in Pomona, 
Calif., is the manager. 

Another new Thom McAn family 
store has been opened in the Northgate 
Shopping Center at 1388 Sixth Street, 
N.W., Winterhaven, Fla. This new 
store is also operated by a local com- 
pany, Winterhaven Thom McAn, Inc. 
Jack Jessup, formerly with a Thom 
McAn store in Tampa, is manager. 


when 
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look 

into 

GOOD 
shoes... 





| FARBERIZED INSOLES and FARBERIZED WELTING 


Leading shoe manufacturers depend on Farberized 
Insoles and Welting to resist shrinking, cracking and 
curling. Farberizing is a special process which 


replaces water-soluble tannins with the special 


Farberizing compound which seals each fibre 


individually against moisture . . 
porosity of the leather. Look into good shoes and 


. yet maintains the 


see how frequently you find FARBERIZED INSOLES 


and WELTING. 


L. Farhan 
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New Forman Branch Store Has Community Auditorium 


ROCHESTER, N. Y. 
usual features in the B. Forman Com- 
pany’s new branch recently 
opened in the Culver-Ridge Plaza here 
1,400 square feet 
community gatherings 


Among the un- 


store 


is an auditorium of 
available for 
The 
branch library 

The 
department It 
by L.. G A 5 
Charles ‘ 
charge of 


tore also provides quarters for a 
hoe 
designed 
York City. 


vice president in 


tore ha two attractive 
interior Was 
ociate New 

Zelter, 
branch operations, is store 
manage! 

The 
ated 


square-foot 


hoe department, situ 
the 50,000- 
decorated in gray. 


women’ 
near the center of 
tore, 1 
eats 20 custom 


The rectangular salon 


for men's, 
women &, 

children's 

shoes 


ers in wrought iron chairs with green 
An eight-sided metal and glass 
fixture at the front provides added dis- 
play. 

Two large shadow boxes in 
the wall the stock room. 
A gray, fabric-effect wallpaper covers 
this wall. The selling area is carpeted 


eats. 


white 


rear conceal 


in gray. 

Edward Miller, 
of Forman’s Collegienne Shoe Depart- 
the third floor of the main 

been named supervisor of 
both the and the children’s 
hoe departments in the new branch. 
Hy Goldstein is the buyer for all For- 
man shoe departments. 

A circus theme is carried out in the 


formerly in charge 


ment on 
tore, ha 


women’ 


Greatest Shoe 
Improvement 
in 2,000 Years * 


*Readers Digest 


# 
wee” 
Pe 
git 


of the children’s shoe de- 
partment which faces the parking lot. 
A green-cushioned one side 
has two elevated special for fit- 
ting small children. Fitting stools in 
the department resemble drums. 


decoration 


seat on 
seats 


National Shoes, Inc., Opens 
135th Store at L. I. Center 


New YorK—Nationa! Shoes, Inc., re- 
chain, has opened its 135th 
tore at the new Intercounty Shopping 
Centre, 930 toad, South 
was announced 
Siegel, vice-president. 


tail shoe 
Carman’s 
Farmingdale, L. I., it 
here by Fred K. 
The new 3%,000-quare-foot store fea- 
tures self-selection techniques. A three- 
window construction in front of the 
store the display of 
stock. Interior 
displays, show cases, self-selection bars, 
pickup tables and 
will add to the shopping ease. 
The the new 
tobert formerly 
of the National shoe 
Plainview, L. I. His assistant is Nor 
man Holzer, of Huntington, L. I. Both 
men have been with the Company for 
many 


makes possible 


nearly every style in 


accessory counters 
unit is 
assistant 
store in 


manager of 
Schneider, 


manager 


years. 

National Shoes are in New 
York, New Jersey, Connecticut, Massa- 
chusetts and Rhode Island. The firm 
executive offices and ware 
house facilities in New York City. 


stores 


maintains 


Store Moves to New and 
Luxurious Home 


ATCHISON, KANS. Formal opening 
of the newly relocated firm, Hilligoss 
Shoes, at 504 Commercial here, was 
held recently. Doug Smart is owner 
and operator. The shoe store has been 
undergoing complete renovation and 
decoration since last November 1. 

Modern front of the store features an 
aluminum canopy and marquee. The 
entrance walk is of red quarry tile and 
double glass doors are centered in the 
full glass front. 

Three plateau window displays are 
lighted with fluorescent and individual 
spotlights and backed with beige- 
stained plywood in a square pattern 
arrangement. 

The 


wall 


interior of the store has basic 
colors of light green and pink. 
The ceiling is of fiberglass with inset 
lighting. The floor is beige asphalt 
vinyl tile. Light green carpet runners 
have been placed in the customer seat- 
ing areas. The 20-foot mirrored ac- 
cessory counter and other display 


counters are of teak. 


Shoe Man Made Treasurer 
Of Shipping Center Group 

Syracuse, N. Y. William Gaynor, 
manager of the Endicott Johnson shoe 
store in the Northern Lights Shopping 
Center, has been elected treasurer of 
the Northern Lights Merchants Asso- 
ciation. 
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Shoe Corporation Announces 
Results of Recent Elections 


CoLuMBus, O. Robert W. Schiff, 
president and treasurer of Shoe Cor- 
poration of America, announced that 
the following directors were elected at 
the annual shareholders’ meeting. 

S. Joseph Blatt, George S. Jones, 
Herbert C. Lee, Louis A. Lurie, Albert 
Schiff, Herbert H. Schiff, Jack Schiff, 
Morris Schiff, Robert W. Schiff, Saul 
Schiff, William Schiff, and H. R. Ting- 
ley. 

The seven members who formerly 
constituted the board of directors were 
re-elected. In addition, the following, 
who have been vice-presidents, were 
elected to complete the total of 12 di- 
rectors authorized at a special meeting 
of the shareholders on August 14, 1956: 
S. Joseph Blatt, Saul Schiff, Herbert C. 
Lee, Morris Schiff and William Schiff. 

At the meeting of the newly elected 
board of directors held also at the offices 
of the corporation, the following officers 
were elected: 

tobert W. Schiff, president and treas- 
urer; Jack Schiff, executive vice-presi- 
dent; Albert Schiff, Saul Schiff, William 
Schiff, Herbert H. Schiff, Morris Schiff, 
S. Joseph Blatt, Earl M. Coplon, Cletus 
J. Corbett, Gerald Corbett, E. I. Engel- 
man, Clifford Falk, David Gray, Abe 
Jacobson, Darrell D. Johnson, Herbert 
C. Lee, Clifford Levin, Jule Mark, 
Robert G. Milstein, Oscar Musinsky, 
George Nacht, Philip Soppel, and Joe 
Zox, all vice-presidents. 

Also, Clarence E. Conaway, vice- 
president and assistant secretary; Os- 
car L. Fleckner, secretary and assist- 
ant treasurer; Ted Finkelstein, assist- 
ant treasurer; Herman R. Tingley, as- 
sistant secretary, and George S. Jones, 
chairman of financial advisory commit- 
tee. 

Cletus J. Corbett, Gerald Corbett and 
Philip Soppel were elected as vice- 
presidents for the first time. The others 
previously held the offices listed op- 
posite their respective names. Philip 
Soppel is director of personnel, Gerald 
Corbett is in charge of the real estate 
and property insurance department 
and Cletus J. Corbett is resident legal 
counsel, 


Barney L. Kay Honor Guest 
At Store Managers’ Meeting 


PROVIDENCE, R. I.—Barney L. Kay, 
president of Kays-Newport, was given 
a surprise testimonial recently at 
a store manager’s meeting held at Way- 
land Manor in this city. It was the 
25th anniversary of the day he founded 
the company. He was presented an 
engraved plaque and a desk set on be- 
half of the employes, the presentation 
being made by Sol Berger, vice-presi- 
dent of the company and manager of 
its Philadelphia store. The presenta- 
tion honored Mr. Kay for his outstand- 
ing leadership and business judgment. 

It was announced that new stores 
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and departments soon to open will Striking Half-Page Shoe Ad 
bring the total of Kays-Newport stores 


to 45. Five new women’s shoe stores | INDIANAPOLIS, Inp.—“W alking Heels 
will be opened, one in Pittsfield, Mass., for Any Walking Hour by Florsheim 
and one each in Schenectady, Saratoga Were attractive headlines — The 
Springs, Poughkeepsie and Albany, in tered a successful half page ad by The 


New York William H. Block Company department 
An additional five stores or depart- 5%°re. “i 
ments will open in the near future in Surrounding the center panel, 39 


Chestnut Hill, Mass., North Shore, clock dials denoting various hours in 
Mass., Albany, N. Y., Warwick, R. I., the day and evening, formed a back 


and Bala-Cynwyd, Pa. ground for six illustrations of shoe 
On February 1 five departments styles. The shoes were identified in a 
were opened in the Chicago area. center panel. Other information in 
Gov. Dennis J. Roberts attended the cluded, “Gad-abouts, one and all! Walk 
meeting. He participated in the pro- ing, shopping, working, dining out... 
gram and took part in the anniversary no day is too long for our little-heel 
party. wonders.” 
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Why change it with 
hard, stiff soled shoes? 


You’re at the fitting stool. Mother is comparing Voew 
quality, price and features of shoes for baby. 

Take baby’s foot in your hand . . . flex it, bend 

it . . . and describe the intricate balance of 

bone, muscles, tendons and cartilages all 

working together to support the entire baby 

weight and still be as flexible as only a foot 

can be. 

Tell her about Buntees, the baby shoe 
that lets the foot do the walking 
follows (never forces) baby’s natural 
walking action . . . gives non-restricting 
foot freedom . . . allows little toes to dig 
in—grip and grasp as nature intended. 
Remind her that Buntees are hand-lasted 
... they have a one-piece vamp . . . are 
constructed like her own genuine mocca- 
sins, unsurpassed for comfort for more 
than 2,000 years . . . but better for baby 
because they yield and “give” with the 
action of walking . . . allow true expres- 
sion to tiny developing baby feet. 
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Uses List Compiled One Year for Next Year’s Mailing 


LONGMONT, CoLo.—Using direct mail 
to notify customers at one year’s shoe 
clearance of the date of the event the 
following year is an idea which con- 
siderably stimulates volume, according 
to Keith Cummings, owner of Cum- 
mings Shoes, here. 

Staging a store-wide clearance each 
January, the Cummings Shoes store of- 
fers hundreds of pairs bracketed into 


price ranges from $3.88 to $10.88, us- 
ing portable racks to display a wide 
The usual type of newspaper 
display ads announces the sale and in- 
Longmont 


variety. 


vite residents and rural 






quality men’s shoes 
f give you — 
permanent profits 


residents in the trading area to capi- 
talize on the opportunity to save on 
shoes for the entire family. 

Customers who respond to this pro- 
motion are invariably surprised when 
Mr. Cummings asks for their names 
and addresses. Each, as taken, is writ- 
ten out on a sales slip and transferred 
later to the store’s direct mail file, with 
a notation indicating that the customer 
had made a purchase in the clearance 
sale. 

Between Christmas and New Year’s 
Eve, at the end of the year, Cummings 
then sends out a post card announce- 









































mark-downs, when you sell Shaw 


business, because Shaw shoes bring men 
back to your store again and again! 
Quality shoes priced right, with 
r sound national advertising to 
2‘, help pre-sell them for you, add 
up to real profits. 
In addition, you get Shaw’s 
unique Trade Builder 
way of supplying you 
, with OVERNIGHT 
service from over 50 
Shaw distributors in 
every section of the 
country. Your in- 
ventories are low — 
} your profits high! 
4% Why not let Shaw 
* take the headaches out 
tf of your men’s shoe bus- 
iness, and give you really 


PERMANENT PROFITS! 





WRITE TODAY 


te! dress work,and comfort shoes. 
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Today’s profits are never lost in tomorrow’s 
shoes! 
Sales are steady and your profits are 
permanent, with a constant flow of repeat 


POST tao, 
rl 


for the name ef your nearest Shaw Trade Builder distributor and 
new IN-STOCK catalog, showing our complete line of men's casval, 


“Over 36 Venn of Quality Shoemnking 


M.T. SHAW, Inc., * Coldwater, Michiaan. 





















SPIKE | 


New side-gore tongue 
and saddle slip-on 
casual, brown cossack 
leather upper, black French 
cord binding around under- 
lay, natural welt with white 
stitch, right and left quarters, 
steel shank, Nylon stitched, Nuclear 
outsole, rubber heel, on our No. 14 
Combination last. ALSO AVAILABLE IN | 
BLACK AS VIC. IN-STOCK to retail ot | 
$8.95 to $9.95, 
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ment to all sales customers of the past 
year, reminding them of the savings 
which were accomplished during the 
previous year and inviting them to save 
again. 

tesponse, invariably, has been excel- 
lent, according to the Colorado shoe re- 
tailer, and has definitely proven that 
even though the customer may have 
previously been impressed with the sav- 
ings accomplished, he is altogether too 
likely to overlook the subsequent event, 
through missing the newspaper ad or 
failing to note the date. 


Store Uses Demonstration 
To Increase Shoe Tree Sales 


DEeENVER—Because of intelligent pres- 
entation and sales methods, the men’s 
shoe department of Fontius Shoe Com- 
pany, here, sells what is believed to be 
the largest volume of better-priced shoe 
trees in Denver. 

Department manager Walter Ras- 
mussen allows his salesmen the same 
8 per cent commission on shoe trees as 
on shoes themselves, and by training 
each man to demonstrate a pair of fine 
hardwood shoe trees, at $2.25, along 
with every shoe sale, the store has hung 
up a glitteringly successful record. “Ac- 
tually, the salesman will work harder 
to sell a $2.25 pair of shoe trees than 
a 25 cent can of shoe polish,” it was 
pointed out. ‘We emphasize the fact 
that very few men have a pair of shoe 
trees for each pair of shoes in their 
closet and remind the salesmen that 
often it requires only a few seconds of 
demonstration to make the sale.” 

Standard operating procedure is to 
bring out a pair of shoe trees simultan- 
eously with the second shoe, after the 
customer has already been fitted with 
the first. One shoe tree is slipped into 
the shoe and snapped straight, while 
the other is handed to the customer with 
the suggestion, “Here’s the way to keep 
your shoes looking new.” Because they 
are beautifully finished, equipped with 
a readily understandable expansion 
mechanism, etc., the shoe trees auto- 
matically impress the prospect with the 
fact that they will be costly and, con- 
sequently, the price of $2.25 is no shock. 

Because of the enthusiastic presenta- 
tion which is carried out, it isn’t un- 
usual for the Fontius men’s shoe de- 
partment to sell two or three shoe trees 
to the same customer. The fact that 
one shoe tree is already in place in the 
second shoe when the customer sees it 
for the first time, has an all-important 
psychological effect, Mr. Rasmussen em- 
phasized. 


New Orleans Store Started 


BATON RouGe, La.— Secretary of 
State Wade Martin issued a charter 
to Baker’s Crescent Airline Shoe Store, 
Inc., 700 Maritime Building, New Or- 
leans, to engage in the shoe business. 
Authorized capital stock is $50,000. 
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Advertising Black Ceiling 
Attracts Potential Customers 


LONGMONT, CoLo. — Inserting the 
question, “Have you ever seen a black 
ceiling?” into display newspaper adver- 
tising was a clever stunt which focused 
attention on store remodeling at Cum- 
mings Shoe Store, here. 

In taking over a 50-year old family 
shoe store on Longmont’s main street, 
owner Keith Cummings invested $2,000 
in a remodeling program. The original 
shoe store had a ceiling of pressed steel 
plates, typical of most buildings built 
around the turn of the century. In ad- 
dition to old fashioned chandeliers, 
there were many exposed pipes, a sky- 
light, and other things to contend with. 

To eliminate the visual drawbacks of 
the ceiling and to modernize the store 
throughout, Mr. Cummings hit upon a 
clever solution. This was to finish shelv- 
ing all the way around on two sides of 
the store in bright yellow, extending 
the yellow color scheme up the wal! for 
two feet. Then the upper wall and the 
ceiling were sprayed with a charcoal 
black which has the effect of not only 
“lowering” the ceiling, but likewise 
making all of the unsightly pipes and 
conduits, “disappear.” Along with the 
change, Mr. Cummings put in a new 
service counter and display cases and 
new seating facilities. 

Then, to announce the change, he ran 
a special sale with the question, “Have 
you ever seen a black ceiling?” appear- 
ing at several points through the ad. 
This was a provocative question, in- 
deed, it turned out, as hundreds of 
Longmont residents who had noticed 
the ad dropped in to Cummings Shoe 
Store to see for themselves. 


Rack Used to Display 
Shoe Ornaments 


COLORADO SPRINGS, CoLo. — Making 
it easy for salesmen to demonstrate and 
sell decorative and jeweled accessories 
is the purpose of a handy rack mounted 
on the wall of the women’s shoe depart- 
ment at Kaufmann’s, smart fashion 
store here. 

Resembling a small spice rack, the 
fixture is only 20 inches high by 16 
inches wide, and is mounted on the 
left wall of the department beside the 
entrance where most customer traffic 
passes. Since the salesman who is up 
greets the customer at the store en- 
trance, escorts her to a chair and takes 
her to the front of the wedge-shaped 
department after the sale is completed, 
this location for the rack was chosen. 

The rack is divided into 21 small 
compartments in each of which is 
either a clear lucite plastic box contain- 
ing a half dozen decorative accessories, 
such as rhinestone clips, novelty 
leather buckles, multi-color pins, many 
varieties of buckles, flower clusters, or 
clear plastic bags, if they are supplied 
by the manufacturer. 

The convenient rack is used in two 
ways. Whenever, of course, a customer 
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makes a remark concerning the severe, 
plain styling of the shoes she has se- 
lected, the salesman has a ready an- 
swer in the decorative accessory inven- 
tory. Even if no such comment is 
made, every salesman makes a point of 
pointing the rack out to the customer 
when escorting her to to the front of 
the department, pulling out 
styles and inviting her to “personalize” 
her shoes with a wide choice. Since this 
is still a comparatively new footwear- 
glamorization idea in the Colorado 
Springs area, the suggestion meets 
with much success and has sold dozens 
of such clips daily. 


several 


NN 


J. Schmidt, 


Michigan Shoe Fair in June 


Detroir—The Michigan annual Shoe 
Fair will be held June 2-4, at the 
Statler and Wolverine Hotels here. The 
dates were chosen at a recent meeting. 
The fair is sponsored jointly by the 
Michigan Shoe Travelers’ Club and the 
Shoe Retailers Association. 
George H. Lawson, for 
the Phyllis Shoe and Richard 
Hillsdale, 
Mich., are the show. 
They said more than 150 lines of men’s, 
women’s and children’s 


Michigan 
representative 
Company 
shoe retailer of 
co-chairmen of 
shoes will be 


on display. 
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FREE KLEENETTE FOLDERS AND MERCHANDISING TAGS NOW AVAILABLE FOR 
KLEENETTE UPPERED SHOES. WRITE A. H. ROSS & SONS CO. CHICAGO 27, ILLINOIS 





About Shoe People 


The Ohio 
North Third 
that 


Shoe Travelers Club, 12 
Street, has received word 
member Bert Jackson j 
from a March automobile accident 
iffered } 
and a punctured lung 
He is at home, 2560 Beechmer Drive, 
Cincinnati. Mr. Jackson represents the 
Kk. T. Wright Arch Preservers, Rock 


land, Ma in the Cincinnati sales area. 


recovel 
ing 
in which he ultiple fractures, 


Drain concu Ion 


, 


Jacobs has been 


of the new Thom 


Robert 


manage! 


appointed 
McAn 


shoe 


store which opened in the new JCRS 
shopping center here, early this month. 
In keeping with the luxurious atmos- 
phere of the shopping center, the new 
Thom McAn features soft carpeting 
from wall-to-wall, upholstered individ- 
ual chairs for and is broken 
down into a separate women’s footwear 
salon, men’s and children’s departments. 


customers, 


Herbert Copeland, vice-president and 
ales manager of A. Sandler Company, 
Needham, Mass., left for an 


has ex- 


IN STOCK 
No. 85 Brown Alpine 
No. 84 Black Alpine 


Have you noticed... 


that the nation’s leading foot-fitting specialists 
use Alden-Pedic shoes for better results and a 


profitable repeat business? If you haven't .. . 


it’s time you learned the Foot-Balance” story. 


WRITE FOR THE NEW ALDEN-PEDIC IN-STOCK CATALOG 


C. H. ALDEN 


The Key To FOOT-BALANCE* 


SHOE COMPANY 


Custom Boolmakers Serce A884 
BROCKTON, MASSACHUSETTS 


tended European tour, during which he 
will visit shoe factories in Italy, France 
and England. Accompanying him is his 
wife, 


Samuel Salk, owner of Salk’s Depart- 
ment Store, 789 Oakland Beach Avenue, 
Warwick, R. I., has onvened a new store 
of the same name at 2524 West Shore 
Road in that city. The shoe department, 
under Mr. Salk’s anagement, has foot- 
wear for men, boys, and children, with 
a limited stock of women’s casuals and 
basic types. 


Agnes Hodge, manager of the chil- 
dren’s department at Gladdings, 
Providence, R. I., added to her duties 
the management of the new children’s 
shoe department recently opened in the 
store’s new Garden City suburban store. 

* * + 


hoe 


Frank Peltier, formerly with the shoe 
department at The Boston Store, Paw- 
tucket, R. I., has become manager of the 
shoe department at Kornstein’s Youth 
Department Store, §5 Main Street, 
Woonsocket, R. I. He succeeds Mitchell 
Glass who has returned to the shoe bus 
iness in Hartford, Conn. In addition to 
a complete stock of children’s footwear, 
the Kornstein department now feature 


Cal 
* 


teenage footw 


Formal opening of Lloyd’s Shoe store 
Send, Kan., followed a com- 
plete remodeling. Harry Thornton is 
manager. The firm is owned by Lloyd 
Bump, Wichita. A budet shop has been 
installed in the basement. Completion 
of the project doubles the floor space of 
the New lines of women’s and 
children’s shoes have also been added to 
the stock. C. M. Billinysley Is 
of the basement. Jerry Bowlin and Eu- 


in Great 


store. 


in charge 


salesmen. 
* * 4 


gene Bortz are 


More than 1,000 visitors entered the 
Scherer shoe store in Hays, Kan., during 

grand opening. It was pur- 

Mr. and Mrs. O. K. Baker. 


* 


it recent 
chased by 

Bostonians and Allen Edwards are 
featured in the men’s shoe section of 
the new Ball Stores of Marion, Ind. The 
section is a part of the men’s depart- 
ment on the first floor of the store and 
George Buschor is department manager. 
Superintendent of the first floor is Rich- 
ard Warnick, the store manager, who 
reports directly to Edmund F. Petty, 
vice-president in charge of the Marion 
store. Margaret Ball Petty is Ball stores’ 
president, and the Marion store is the 
tore of the organization. 

* *¢ * 


second 


Tom Green, in the shoe business here 
since 1919, recently resigned as mana 
ger of the local Harryman Shoes and 
will own shoe 120 
South Washington Avenue in Lansing, 
Mich. The will specialize in me 
dium-priced women’s shoes. 


open hi store at 


store 


Dave Tillinghest, who has been as 
sociated with the Capitol Department 
Store, Fayetteville, N. C., 17 years, has 
sold more than a million dollars’ worth 


of shoes at retail, according to Bruce 
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Corday Shenanigans’ southern repre- 
sentative with headquarters in Bir- 
mingham, Ala. Despite his age—he is 
67—Mr. Tillinghest is still top salesman 
in the store, and only last year won the 
store award as outstanding salesman in 
all departments. 
cs * *” 

Appointment of Nell Pecora of Syra- 
cuse, N. Y., as manager and Nicholas 
Nappa as assistant manager of the Na- 
tional Shoes store in Shoppingtown 
Plaza was announced here. The new 
manager was associated for five 
years with the concern in the down- 
town Syracuse store. 

* * 

Alexander Ferency is the manager of 
the store known as Prague’s Shoes 
which opened recently in the New Lon- 
don Shopping Center, New London, 
Conn. This is a family store, owned by 
Mrs. Benjamin Prague and her two 
sons, Franklin and Norman Prague, 
who also have two other stores in Willi- 
mantic, Conn. 


The Factory Shoe Outlet is the name 
of a new store opened at 130 Pleasant 
Street, Malden, Mass. Men’s, women’s 
and children’s shoes are carried. Brad 
Coll is the owner and manager. 

* * # 

David Rosengard has been elected 
vice-president in charge of sales for 
the Grace Shoe Manufacturing Com 
pany of Lowell, Mass. This is a newly 
created position. Mr. Rosengard was 
previously the company’s sales manage) 
and will continue to act in that capacity. 
The company manufactures women’s 
novelty shoes. 

Thomas Corcoran has been named 
manager of Flagg Bro ers Shoe Store, 
East Main Street, Rochester, N. Y. He 
was previously assistant manager of 
the store at 18 South [2nd Street, Phil- 
adelphia. He succeeds James DuBose, 
who has resigned. 

k * 

Reuben Katz has been named mana- 
ger of the Spencer Shoe Store, 271 Main 
Street East, Rochester, N. Y. He suc- 
ceeds Thomas V. Lauria, who has gone 
with a neighborhood shoe store. Mr. 
Katz formerly operated his own shoe 
business, 

* * 

Walter Garbacik has been appointed 
manager of the Kinney Shoe Store in 
the Culver-Ridge Plaza, Rochester, 
N. Y. Formerly with a Kinney unit in 
Buffalo, N. Y., Mr. Garbacik succeeds 
Ed Przanowski, who has been trans 
ferred to a Kinney store in Wheeling, 
W. Va. 

Carl Palermo has been appointed 
buyer of men’s shoes, hats and clothing 
at Sibley, Lindsay & Curr Company, 
department store in Rochester, N. Y. 
Formerly assistant buyer for four 
years, Mr. Palermo succeeds Phil Brand- 
meier, who resigned after 12 years with 
the store to join the National Clothing 
Company. 
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The Label with 
a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest —for 
fine shoes? Look for this 
Angora* hallmark! 


*trade mar 
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peewee! 
GENTLEMEN 


in the Shoe Trade 


are more and more appreciat- 
ing the old fashioned 
hospitality, the fine atmos- 
phere and the unexcelled 
accommodations of the famous 
Barclay. Air-conditioned 
rooms for your summer 
comfort! The new King's 
Inn for remarkably fine food. 
WRITE FOR NEW BROCHURE 
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11) EAST 48th STREET 
NEW YORK 17, N. Y. 
Tom Kane, General Manager 
A REALTY HOTEL 
Harry M. Anholt, President 
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Dave C. Curtis 


TEMPLE, TEX.—Dave C. Curtis, Sr., 
owner of the Curtis Shoe Company of 
Texas, died here of a heart attack. 

He was born in’ Nashville, where he 
became associated with a shoe company 
in 1914. He established his firm here 
in 1947 after several years of research 
in shoe manufacturing. 

Survivors include his widow, Clara 
8S. Curtis; two daughters, Mrs. John H. 
Grimm of Houston and Mrs. Bill Couch 
of Temple; a son, Dave C. Curtis, Jr., 
of Temple, and brothers, Henry 
Curtis of Denton Harvey Curtis 
of Nashville, Tenn 


two 
and 


Herbert M. Kibbey 


GRAND Rapips, Micu.—Herbert M. 
Kibbey, 77, retired shoe salesman, died 
at his home here after a long illness. 
Mr. Kibbey retired four years ago, after 
25 years of service as a salesman for 
the G. R. Kinney Shoe Co. here. 

Surviving are the widow, Alma; a 
daughter, Mrs. Charles T. Thompson of 
Grand Rapids; a son, Robert of Flint; 
a sister, Mrs. Mildred Arthur of Grand 
Haven, Mich. 
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Made to specif tior of 
official rill teams and 
bands. Top quality mad 
ont ot lests 
5iti—Sizes 7-8 $3.90 
5121—Sizes 8'/2-12.$4.10 


§222—Sizes 
*5323—Sizes 


12'/2-3 $4.35 
4-9 $5.60 


*Littleway Construction 
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Joseph Dolfe 


HAVERHILL, MAss. 
hoe manufacturing executive, 
Hale Hospital in Haverhill. 

Active in the shoe industry for many 
years, he had been employed as super- 
intendent of Milton Shoe Co. of Meth- 
uen, Mass., before his retirement in 
March of 1956. He was a member of 
the Sacred Heart Parish. 

Surviving are his widow, 
four sons 


— Joseph Dolfe, 
died at 


m.. 


four 


Eva 


two daughters, and 


ister 


Emery J. Shaw 


HAVERHILL, MAss. 
retired wood heel manufacturer, 
at his after a illness. 
was 75 years of age. 

A native of Bath, Me., Mr. Shaw lived 
in Haverhill for the past 48 years. He 
Haverhill wood heel 
and in 1932 was a 


of Eagle Wood 


Emery J. Shaw, 
died 
He 


home long 


began work in a 
factory in 1909 
founder and partner 
Heel Co. in that city. He later became 
a partner in the Shaw and Kinney 
Wood Heel Co. and remained active in 
the until retirement in 
1945. 


business his 
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The Hollywood Scuff 
That’s Sweeping the Country! 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals 





Morton W. Peskin, Sr. 


CUMBERLAND, Mp. — Morton William 
Peskin, Sr., who came here more than 
35 years ago from Altoona, Pa., and 
established one of the community’s 
better retail shoe stores, and women’s 
stores, died recently in Memoria] Hos- 
pital, where he had been a patient for 
several weeks, 

He was secretary-treasurer of Pes- 
kins, Inc., which will continue to oper- 
ate under the management of his son, 
Morton W. Peskin, Jr. 

Mr. Peskin was a charter member of 
East Gate Lodge 216, AF&AM, a 32nd 
degree Mason, a member of Cumberland 
Consistory No. 2, Ancient and Accepted 
Scottish Rite and belonged to Ali Ghan 
Shrine Temple. 
his son and his widow, the 
former Martha Luddeke, he is _ sur- 
vived by a daughter, Mrs. Phyllis P. 
Sarubin, of Baltimore. 


Jeside 


John C. Erfurt 


FLINT, MicH.—John C. Erfurt, who 
has been in the shoe business here the 
last 20 years, died of a heart ailment 
in Flint Osteopathic Hospital. He was 
64 years old. 

Mr. Erfurt, a native of Germany, 
opened his first shoe store in Monroe, 
Mich. Later he moved to Flint where 
he operated stores in two other loca- 
tions before opening at the present 
location in the Sill Building 10 years 
He was a World War I veteran, 
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50 M Men's Scuff 
Tan, Black, Wine 
Full Sizes 6-12 


50 L Ladies’ Scuff 
Tan, Black, Red 
Full Sizes 4-9 
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BERNED SHOE COMPANY 


207 Essex Street, Boston 11, Massachusetts 
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and was affectionately known in the 
community as “John the Shoe Man.” 

Surviving are his widow, Adah; a 
son, John C. Erfurt, Jr.; two daughters, 
Elaine Erfurt, at home, and Mrs. 
Gerald J. Keyworth, Flint; three 
grandsons; a _ sister, Mrs. Lawrence 
Graessley, and a brother, Henry Er- 
furt, both of Monroe, Mich. 


Walter R. May 


St. Lours—Walter R. May, 56, man- 
ager of International Shoe Company’s 
accounts payable department, died 
March 6 from complications following 
a hernia operation. 

A native of North Brookfield, Mass., 
Mr. May began his career with Inter 
national in 1926 as a clerk in the 
auditing department. Two years later 
he was made assistant office manager 
at the Perryville, Magnolia plant. The 
following year he transferred to Mt. 
Vernon in a similar capacity. 

For thirteen years he served as of- 
fice manager of the Paducah plant prior 
to assuming the duties as manager of 
accounts payable in 1945. 

Mr. May is survived by his widow, 
two daughters, De Ann Mullins May 
and Suzan Elizabeth May, and by two 
brothers and two sisters. 


FIRST CHOICE 
WITH 

TOP RETAILERS 

AND 


Lekio€ IN-STOCK IN ]Q cities 








____1toSsasiniaaas: 





Carl A. Weis 


WILKES-BARRE, Pa.—Carl A. Weis, 
former shoe retailer, died here after a 
short illness. 

Mr. Weis was born in Wilkes-Barre, 
a son of the late William A. and Eliza- 
beth Forve Weis. He was associated 
with his father in the W. A. Weis Shoe 
Company for a number of years. He 
later owned and operated the Carl A. 
Weis Shoe Company, also in Wilkes- 
Sarre, for 20 years. 

He was a veteran of World War I, 
a member of St. Nicholas Church and 
its Holy Name Society; also a member 
of the board of St. Nicholas Credit 
Union and American Legion Post 132. 





Charles I. LeBlane 


New Beprorp, Mass.—Charles I. Le- 
Blane, retired shoe manufacturer, died 
recently in a New Bedford hospital 
after a short illness. His age was 79. 

Mr. LeBlanc had been active in 
business for many years and was at 
one time a partner in the former Cha 


shoe 


megny & LeBlanc Shoe Mfg. Co. He 
retired several years ago. 

Besides his widow, he leaves two 
sons, Judge Armand O. LeBlane of 


Westbrook, Me., and Dr. Clarence A. 
LeBlane of New Bedford; a 


and a sister. 


brother 





> 


Nathan Spiro 


ROCHESTER, N. H Nathan Spiro, 
manager of Maybury Shoe 
of Rochester, N. H., died re- 
Memorial Hospital 
following a long illness. He was 63. 
A native of Russia, Mr. Spiro has 
lived in Rochester for the past 25 years 
where he had been active in shoe manu 


general 
Company 


cently at Frisbie 


facturing circles. He had been asso- 
ciated with Maybury Shoe Company 
for several years in an executive ca- 
pacity. 


Survivors include his widow, Ethel; 
his mother, Mrs. Ida Spiro of Lynn, 
Mass.; two Rebecca Edelman 
of Lynn and Leah Spiro of Chelsea; 
and three brothers, Thomas of Brook- 


sisters, 


line, Samuel of Winthrop and Dr. 
Harry Spiro of Brookline 
Charles Spiegel 

MIAMI, FLa.—Charles Spiegel, 68, 
owner of Charles Spiegel and Co., 
wholesale shoe firm in Miami and 
Salem, Mass., died at his home here. 
Services were held in Miami, with 
burial in Salem. Surviving are his 
widow, Anna; three sons and two 


daughters; also nine grandchildren. 
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Most Co 





nat ikable, 


able step 


YOU CAN TAKE... 


Outstanding comfort and handsome styling . 


. that’s what men want 


most in shoes. And that’s what you get when you feature McCoy shoes. 
Air-cushioned insoles guarantee lasting comfort to your customers. That 


means more repeat sales for you. . 


it’s the most profitable step you can 


MMeCox 


SHOES FOR MEN 


HOLLAND-RACINE SHOES, INC. 


Harlan V. MeCargar 


DALLAS, TEX. Harlan Victor Mc- 
Cargar, 50, manager of Evans Canti- 
lever Shoe Store, died in Lisbon Veter- 
ans Administration Hospital following 
a brief illness. 

He was a well known shoe therapist 
in Dallas. He worked formerly for 
Evans and then managed another local 


store until his return to Evans last 
August. The store is in the Medical 
Arts Building. 

Mr. McCargar was a_ lieutenant 


commander in the Navy in World War 
Il and was a member of Veterans of 
Foreign Wars. He is survived by a 
daughter, Melody Ann, Dallas, and his 
mother, Mrs. Ruth Kresha, Worland, 
Wyo. 


Joseph Cohen 


MIAMI, FLA.—Joseph Cohen, promi- 
nent shoe manufacturer, died recently 
while vacationing in Miami Beach. He 
was 67. 

A former apparel manufacturer, Mr. 
Cohen founded Randolph Manufactur- 
ing Co., of Randolph, Mass., canvas and 
sport shoe manufacturing firm, in 1939, 
and was active as its president until 
his death. The company has become one 
of the leading producers in its field. 

Mr. Cohen was a member of the New 
England Shoe and Leather Association, 
the National Shoe Manufacturers Asso- 
ciation, The 210 Associates and the New 
England Chapter of the Quartermaster 
Association. He was also a member of 
the Blue Hills Country Club, the Ran- 
dolph Rotary Club and Temple Beth 
Zion. 

Surviving are his widow, Mary; a 
on, Robert, who is treasurer of the 
tandolph firm; another son, Harold, 
also with the firm; a daughter, Mrs. 
Florence Friedman; and four grand- 
children. 
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. and more profit too. Get the 
full McCoy story from our representative, or write us to have him call... 


take! 


¢ HOLLAND, MICHIGAN 
Finanel 


Shoe Corp. of America 
Surpasses Record Sales 

CoLuUMBUSs, O.—Sales of Shoe Corpo- 
ration of America and its consolidated 
subsidiaries totaled $101,807,632 in 
1956, some $12 million more than the 
previous record in 1955. 

Robert W. Schiff, company president, 
told shareholders the big increase was 
due primarily to an increase of some 
30 units in the number of retail stores 
—to 625 during 1956. 

The sum does not include of 
the A. S. Beck Shoe Corporation, in 
which Shoe Corporation holds substan- 
tial interest. Beck has 217 retail units, 
and six factories, and listed sales of 
$72,221,089 for the year. 

Mr. Schiff said Shoe Corporation had 
vear-end assets of $44,042,424, includ- 
ing $21,813,355 in inventory and $5,- 
133,050 in real estate and capital equip- 
ment. The company ended the year 
with an earned surplus of $17,595,285, 
mortgages, and paid out $3,077,835 as 
mortgages, and paid out $3,077,835 as 
U. S. income taxes. 

Net income was $2,972,914 after 
meeting all expenses. Dividends to- 
taled $796,760 for the year, Mr. Schiff 
said. 

Beck reported assets of $23,115,747, 
a net profit of $1,037,305 after setting 
aside $857,056 for federal income taxes. 


sales 


Kinney Comparisons Rise 
New York—The G. R. Kinney Cor- 

poration enjoyed a 7.1 per cent in- 

crease in its February, 1957, sales 






al News 


over the comparable period in 1956 in 
a statement of net retail stores sales 
issued by K. W. Thorn- 
hill, director of corporate relations. 

The figure for February, 1957, was 
$2,692,000 compared to $2,514,000 in 
1956. For the two months ended Feb- 
ruary, 1957, the company’s sales were 
$5,106,000, an increase of 8.5 per cent 
over the 1956 period. 

Kinney operated 368 stores at the 
end of February, 1957, compared to 
354 for the corresponding month last 
year. 


comparisons 


U. S. Shoe Corporation 
Reports Consolidated Income 

CINCINNATI — The United States 
Shoe Corporation reported consolidated 
net income, without audit, before fed- 
eral income taxes for the three months 
ended February 28, 1957, amounted to 
$1,396,780 and provision for federal 
income taxes totaled $699,135 resulting 
in a consolidated net income of $697,- 
644 equal to 62 cents per share. 

This is compared with consolidated 
net income for the like period of 1956 
amounting to $652,046 equal to 58 cents 
share restated on a comparable 
The percentage increase in net 
income is not necessarily indicative of 
the year, however, Joseph S. Stern, 
chairman of the board, and A. B. 
Cohen, president, stated that advance 
orders are ahead of 1956. 

Consolidated net sales for the cur- 
rent period totaled $10,496,740 
pared to $9,955,751 for the correspond- 
ing period of 1956 representing an in- 
crease of approximately five per cent. 


per 


basis. 


com- 
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Guide-Step Line Spreads All Over Europe 





OLAF C. MADSEN 


ROCHESTER, N. Y.— The Guide-Step 
line of shoes, launched on a commercial 
scale in 1950 as “a new scientific con- 
cept in footwear,” which until recently 
had been produced exclusively by Endi- 
cott Johnson, has now been introduced 
in Europe. 

Here they are being produced by 
nine manufacturers who allot from 25 
to 50 per cent of their total outputs to 
Guide-Steps, under license and royalty 
agreements with the patent owners, a 
non-profit organization, Noned, affili- 
ated with the University of Rochester. 

Though Noned has been free to li- 
cense production of Guide Step shoes 
throughout the world, Endicott John- 
son has held exclusive production and 
sales rights in the U. S. Now, however, 
Endicott Johnson has agreed to permit 
Noned to license any interested U. S. 
shoe manufacturer to produce and sell 
these shoes—under the Guide Step 
name or a new brand name as selected 
by the manufacturer. 

In 1953, shortly after Endicott John- 
son had launched the new Guide Step 
line, several European shoe manufac- 
turers expressed interest in producing 
and selling these shoes. Dr. R. Plato 
Schwartz and his colleague Arthur L. 
Heath, whose 30 years of research ac- 
tivities at the University of Rochester 
were behind this new concept of foot- 
wear, went to Europe to discuss licens- 
ing arrangements. 

Olaf Madsen, who heads the Malmo 
Shoe Last Company, Ltd., Malmo, 
Sweden, was selected to be the distrib- 
utor of Guide Step licensing rights in 
Scandinavia. The special lasts re- 
quired to make these shoes in Europe 
were to be produced by Malmo, one of 
Europe’s leading last producers. 

In September, 1953, Norske Skofab- 
rik of Oslo, Norway’s top shoe manu- 
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on 
ERIC WINKLE 
facturer, was “signed up.” Norske 


took over men’s Guide Step shoe pro- 
duction and sub-contracted licenses to 
two other Norwegian firms: Alfa to 
make children’s Guide Step shoes, and 
Fresko to make women’s. 

In Sweden arrangements were made 
with Janssons Skofabrik to produce 
men’s shoes; Orebro Skofabric to make 
women’s, and Lundholms Skomanufac- 
ture to make children’s shoes. In Fin- 
land, the Aaltosen Kenkatehdas Com- 
pany started production of men’s and 
women’s Guide Step shoes. 

In the meantime, arrangements for 
European distribution were made 
through Bruder Winkle, leading Ger- 
man lastmakers. As the result, Bruder 
Winkle is authorized to grant 
to shoe manufacturers throughout Ger- 
many, Austria, Switzerland, Holland, 
France and Luxembourg. the 
first Swiss firm, Strub-Glutz, was li- 


licenses 


Soon 


censed to make men’s and women’s 
Guide Step shoes. Then came a Hol- 
land firm Swift Company, to make 


men’s and women’s shoes. 

At present, licensing 
are being discussed with shoe manufac- 
turers in Germany, Denmark, France, 
England and other countries which 
have shown interest. 

The Guide Step shoe is a “scientifi- 
cally engineered” shoe, designed to pro- 
vide greater fitting accuracy, foot com- 
fort and natural gait. Yet it’s in no 
sense a “medical” or “corrective” shoe. 
In appearance it looks like any conven- 
tional shoe, and it can be made in any 
desired style. 

The 30-year research studies on gait 
and foot function were directed by the 
Schwartz-Heath team at the myody- 
namics laboratory of the University of 
tochester. Out of this came a new 
type of shoe called “functional foot- 
wear” based upon a new principle of 


arrangements 


last design which permitted the foot 

to function in its natural way. 
Endicott Johnson was so impressed 

that it invested more than $100,000 to 


help finance the studies and launch the 


line. From these studies came _ the 
Guide Step shoe, Endicott Johnson, 
which from 1943 to the present had 
held exclusive U. S. rights to the 


Noned-owned Guide Step patents, is to 
day producing more than one million 
pairs annually in 83 different styles of 


men’s, women’s and children’s shoes. 
In the contract agreement with 
Noned, each Europvan manufacturer 
must agree to devote a certain per 
centage of its output to Guide Step 
hoes. Over the first two years the 
amount is 15 per cent, in the third year 
20 per cent, and over the next two 
years it must reach 40 per cent. The 


contracts are for five years, subject to 
renewal. However, in almost every in 
tance the licenses have substantially 


surpassed the Guide Step production 


minimum much before the required 
time. 

In its European arrangements, 
Noned receives a royalty on the whole- 


When the 


certain 


sale price per pair output. 
Guide Step output 
percentage of the firm’s total output, 
the pairage royalty is reduced. All 
royalties go to Noned Corporation as a 
non-profit educational organization. 
All European countries use the Guide 


passes a 


Step brand name, which is a registered 
trademark in all these countries. 

Canada is the most recent country 
to be included among the foreign li- 
cense holders. Two of the three plants 
of Shoe Corporation of Canada, a sub 
sidiary of Shoe Corporation of Amer- 
ica, will shortly produce Guide Step 
shoes under license. 

Up to the present, the Guide Step 
lines in Europe have been restricted 
to regular leather footwear. Now, how- 
ever, they will be produced in rubber 
canvas footwear as well. Guide Step 
principles were incorporated in rubber- 
canvas footwear by Endicott Johnson 
ome months ago and introduced to the 
trade. 

What are the prospects for 
Step “functional footwear”? Noned has 
set no specific market targets. But it 
feels that Western Europe’s 350 million 
pair production annually holds promise 
of substantial expansion. As to the 
U. S. market, Noned believes that “the 
marketing opportunities for functional 
footwear have barely been scratched.” 


Guide 


Central Penn Sets Picnic 
EPHRATA, Pa.—The Central Pennsyl 
vania Shoe and Leather Association, in 
its first meeting of 1957, voted here to 
hold its annual spring golf tournament 


and picnic at the Hanover Country 
Club, Abbottstown, Pa., on Thur day, 
June 20. 

The following committee chairmen 


were appointed: Golf, S. H. Hostetter; 
Prizes, W. B. Moore; Entertainment, 
tobert Fleming and Chase Kepner; 
Music and Cards, Thomas IF’. Carfagno. 
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Stacy-Adams Names Shoe Merchandisers 


JOE CHRISTY 


BROCKTON, MA 
both with long experience, in 
hoe merchandising, have joined 
taff of the Stacy-Adam 
pany, here 

Joe Christy will 
pany in New York City, on 
land the New England states. 
Harry Colgrove will cover New York 
state outside of New York City, Dela- 
ware, New Jersey, Pennsylvania, Mary 
land and Washington, D. C 

Mr. Christy, 
in both the wholesale 
chandising of 


Two new sale 
men, 
men’ 
the Com 
the 


Long Is- 


represent com 


and in 


an acknowledged expert 


and retail mer 


men’ footwear, will 


HARRY COLGROVE 


the 
the 


Stacy- 
Mar- 


his headquarters in 
New York office in 
suilding. 


have 

Adams 

bridge 
Mr 


and 


Colgrove, who has been promot- 
selling style footwear for 30 
years, was formerly men’s shoe buyer 
for Marott’s Shoe Store in 
olis. Prior to that he 


manager of 


ing 


Indianap- 
was vice-presi- 
the John 


in Clarksburg and Charles- 


dent and Lee 
Shoe Store 
ton, W. Va. 

Announcement of these two appoint- 
ments was made by Arthur F. Luce, 
treasurer of Stacy-Adams. 





Hussco President Discusses the Role of Distribution 


New York William Manowitz, 
president of the Hussco Shoe Company, 
before the meeting of 
National A Indepen 

Bu the “What 
Distribution Means to Business Men.” 
about 200 “independents,” 


spoke 
the 
dent 


monthly 
sociation of 
ine on ubject, 
There are 


representing almost every 
the 


allied product 


phase of 


manufacturing with exception of 


shoes and 


aid Mr. Mano 
been a feeling among 


“For a long time, 
witz, “there has 
tribution is 
ary evil and that the 
manufacturer can distribute his own 
products more efficiently and more prof 
itably if he the job himself. I’m 
one who believes that the 


and 


many busine men that di 


merely a nece 


doe 
manufacturer 
valu 
may think 
ubstantially 
not 
we 


distributor performs a basic 
The public 


would cost 


able service 
that the ¢ 
less if the middleman’ 
included in the 
thi is 

whatever 


good 
profit were 
price, but 

Distribution, 
form it added 
to goods and the consumer has to pay 
for it Distribution cannot be 
eliminated by selling direct. The 
the function internally 
the other hand, many 
have found to their 
chagrin that it has increased. 

“Many economists seriously doubt if 
the manufacturer can perform 
the distribution function as cheaply as 
the distributor himself. Among 
wholesalers the ratio of net profits to 
net less than two per cent. It 


retail 
know not 0 
takes, is cost 
cost 
cost 
of performing 
may 
manufacturers 


drop; on 


ever 
shoe 


sales is 
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is obviously difficult, in many cases, im 
the manufacturer to per 
basic functions 


possible, for 
form the wholesale 
more economically than by wholesalers 
operating at such profit rates. 

“We, at Hussco, have now reached 
the stage where we regard distribution 
one aspect of business but, 
ina our business. It affects 
and is affected by every other function; 
styling, manufacturing, merchandising, 
advertising, selling. Trial and error 
taught us that the independent distrib- 
not all of our goals. 
Whatever have had in at 
taining our present position has been 
because we have firmly tied our distrib- 
to Hussco management policy by 
in every area of the distribu- 
Incidentally, these con- 
place no limitations on the dis 
In fact, they are planned by 
They 
enable him to expand his services, mak 
ing him more valuable to our retailers. 
They enable him to check constantly on 
himself in terms of sales, so he can in 
crease his percentage of net profit from 


not as our 


sense, as 


utor could meet 


success we 


utors 
controls 
tion operation. 
trols 
tributor. 
us to have just the opposite effect. 


year to year.” 


Dunn & McCarthy Offices 

New YORK Dunn and McCarthy, 
Inc., announced a new office location 
here at 922 and 924 Marbridge Build- 
ing. The Enna Jetticks office is now in 
Suite 922 and Heel Huggers-Every- 
days, in 924. 


Fortunet Shoe Appoints 
W. W. Wells Sales Manager 

NASHVILLE Fortunet Shoe Com- 
pany, a division of General Shoe Cor- 
poration featuring women’s casuals, 
announced the promotion of W. W. 
Wells to sales manager. His headquar- 
ters will be in Suite 6720 of the Empire 
State Building in New York. 

For the last several years he has 
been stylist and production manager 
for Fortunet in its offices in Nashville. 
He will continue these duties in addi- 
tion to his new responsibilties, it was 
announced by Charles R. Guthrie, vice- 
president and general manager of 
Fortunet. 

General headquarters and customer 
service departments will continue to be 
located in Nashville. 

The purpose of this move is twofold, 
Mr. Guthrie said. Not only to provide 
better service to our increasingly large 
number of customers in eastern metro- 
politian markets, but also to stay in 
even closer touch with the fashion pic- 
ture so that trends may be even more 
quickly reflected in Fortunet design. 

He announced that Michael 
Fisher will become Fortunet territory 
salesman for the metropolitan New 
York area, including New York City, 
all of the boroughs and Long Island, 
Westchester County and the northern 
half of New Jersey. Mr. Fisher joins 
Fortunet after many years with Arnold 
Constable as department manager of 
their Hackensack, N. J., store. He re- 
Lawrence Fox, who recently 
General Shoe’s newly created 

Shoe Import Company at 


also 


places 
joined 
General 
Nashville. 

Mr. Fox will cover southeastern 
United States and will service a num- 
ber of clients for General Shoe Im- 
ports division in the New York City 
area. He has been connected with the 
shoe industry for more than 20 years. 
His headquarters will be in 1534 Van- 
derbilt Hotel, New York, according to 
F. W. Parker, head of General Shoe 
Imports division. 

Gilbert Marks 32 Years 
With Fall 1957 Sample Line 

THIENSVILLE, W1s.—Marking its 32nd 
year in The Gilbert Shoe 
Company is sending out their 1957 
Fall sample line of ‘Kali-sten-iks” 
children’s shoes to its staff of salesmen. 
The line was sent out in early April 
according to Molling, man- 


business, 


Leo sales 
ager. 

The Fall line features a number of 
new grain leather treatments, and some 
new colors and fall patterns have been 
added. Prices, according to Mr. Mol- 
ling, are unchanged, and should remain 
stable “barring unforeseen conditions.” 

A survey of business conditions based 
on reports from dealers carrying the 
“Kali-sten-iks” line indicates that the 
fall outlook is a very promising one, 
noted Mr. Molling. 
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ELMER E. DAWSON, JR. 


Mass. — Directors of 
Compo Shoe Machinery Corporation 
elected to the board of the company, 
Elmer E. Dawson, Jr., treasurer, E. D. 
Jones & Sons, Company, Pittsfield, 
Mass., manufacturer of paper stock 
preparation machinery, John F. Smith, 
president, announced. 


WALTHAM, 


Mr. Dawson graduated from Massa- 
chusetts Institute of Technology in 
1914. He is a director of Blackstone 
Mutual! Insurance Company, Provi- 
dence, R. I., and Associated Industries, 
Boston. He is active in the American 


Dawson, Reeder Elected to Compo Board 





Management Association and is on the 
Financial Council of the Machinery & 
Allied Products Institute. He is also a 
former director of the National Asso 
ciation of Manufacturers. 

Election of Red 


Reeder, formerly 


executive vice-president of the Marine 


National Exchange Bank, Milwaukee, 
and presently a management consult- 
ant to the board of Compo Shoe Ma- 
chinery Corporation, was an- 
nounced. 

Mr. Reeder succeeds Charles W. 


also 


Briggs & Stratton Corporation, Charles 
A. Krause Milling Company, and 
Red Star Yeast & Products Company, 
Milwaukee, and Walker Manufactur 
ing Company, Racine, Wis. 

Mr. Reeder was graduated from Col 
umbia University in 1916. He was as 
sociated with McKinsey-Wellington & 
Company, management consultants. 


. ry ry . . 
Steel-Toe Women’s Shoe 
On Market for Lawnmowing 
ST. The latest addition to 
milady’s shoe wardrobe is a safety shoe 
for power mowing. The footwear, 
equipped with slip-resistant soles, is 
International Shoe Company’s answer 
to the booming number of power mow 


Louis 


er casualties reported in St. Louis ho 
pitals last summer. 

This spring for the first time, Hy 
Test division of the firm is offering 


housewives a steel-toe safety shoe de 
signed specially for lawn-cutting 
Although the shoe was placed 
only four months 
dealer customer 


pro 
tection. 
in the about 
ago, strong and 
ceptance was reported. 
Available only in 
suggested 
for beginners on the picnic dance floor 
this summer. A similar shoe in match 
ing smoked shag is available with the 
safety feature for the man of the house 
who wants to team up with his wife 


line 
ac 
the shoe 
useful casual 


beige, 


are as items 


O’Conor, resigned. He is a director of on lawn-cutting chores. 
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BGS Consolidates Distribution 
For Buskens and Honeybugs 


Eli A. Cohen, 
Corporation, 
and Honey 


consolidated 


MANCHESTER, N. H. 
president of BGS Shoe 
announced that Buskens 
distribution will be 
under one 
lined 
vice to dealers. 


pugs 


sales organization for stream 


operation offering greate: e! 


ROBERT L. WHITE 


Under this new arrangement, buyers 
will be able to fill casual and 
lipper needs from one reliable source. 
The Buskens and Honeybugs brand 
names will be retained and strongly 
Many innovations in mer- 
chandising, distribution, national pro 
and contem- 


all their 


promoted 


motion advertising are 


plated in the program, Mr. Cohen said. 

tobert L. White will represent the 
combined Buskens-Honeybugs line in 
the Pacific Northwest territory, it was 
announced by William Lubell, BGS 
ales manager. 

He will travel Oregon, Washington, 
Wyoming, Montana, Idaho and Utah. 
Mr. White formerly with the 
Roberts, Johnson & Rand division of 
Shoe Company and 
them for the past seven 
in the Portland area. 


Was 


International 
repre sented 


year 


Million Guide-Steps Sold 
ENDICOTT, N. Y. 
Corporation 


Endicott Johnson 


sold one million pairs of 
last year, a consider- 
the previou 
reported by 
and 


The company has given 


(,uide-Step shoe 
able increase 


it Wa 


over year, 
Merle, 


manayer. 


Lawrence 


vice-president ales 
pecial mer- 
these 


were placed on the market 


chandising emphasi to shoes 
ince they 
everal years ago. 


Suceeds Father as President 
Of A. H. Rice Company 


PITTSFIELD, MASsS.—William T. Rice, 
president of the A. H. Rice Company, 
of Pittsfield, has been elevated to the 
newly created post of chairman of the 
board. John H. Rice, his son, succeeds 
him as president, the fourth generation 
of the Rice family to direct the 79-year 
old concern that manufactures thread 








& 
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Other Displays at 


Alexandria Hotel — 210 West Fifth St. 





WEST COAST SHOE TRAVELERS ASSOCIATES, INC. 


FALL MARKET WEEK 
May 12-13-14-15, 1957 
LOS ANGELES, CALIFORNIA 


ALEXANDRIA HOTEL 
Convention Headquarters 


BILTMORE HOTEL—HAAS BUILDING 


For Reservations Contact 


DAVE KLINESMITH 


Executive Secretary-Treasurer 
Telephones: MAdison 9-2627 and MAdison 6-7484 
Los Angeles 13, California 








Peter van S. Rice, another 
vice-president in 
been 


and braids. 
son, who 
charge of 
elected treasurer. 

The new president graduated fron 
Williams College in 1941, 
master’s degree from the Harvard Busi- 
ness School in 1943, served in the Army 
during World War II, and joined the 
company after the war as assistant to 


the sales He dis- 


been 
manufacturing, 


has 
has 


earned 2 


manager. has been 


JOHN H. RICE 


tribution vice - president since 1951. 

Peter van S. Rice graduated from 
Williams in 1944, served in the Marine 
Corps during the war, also received a 
graduate degree from the Harvard Bus- 
iness School, and joined the company 
in 1948, becoming vice-president in 1951. 


ancelations 


BRANDED 
JOBS 


Showing May 5 to 8 at 


N.Y.C.—Hotel New Yorker—1673-4 
DALLAS—Hotel Adolphus—736 
ATLANTA—Hotel Piedmont—Parlor E 


Broitman-Gaffin 


SHOES 
146 DUANE ST. - NEW YORK 13, N. Y. 


ine 
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Ed Graham Appointed 
Jarman Sales Manager 

NASHVILLE—Ed Graham, vice-presi- 
dent of Jarman Shoe Company, has 
been made Jarman sales manager, it 
was announced by Earle T. Bumpous, 
Jarman president. 


Ug Gs 
gle 
ae 






. 


& 


ED GRAHAM 


Mr. Graham, who was named Jar- 
man vice-president last November, had 
been general manager of the company’s 
Cedar-Crest Shoe Company, a division 
that make’s men’s safety shoes, dress 
shoes and field boots, since 1953. 

As vice-president and sales manager, 
he will continue to work with the Jar 
man retail stores, at the same time 
working with Earle T. Bumpous in the 


SUMMER “STRAW” NYLON. 


Read 
Nationally Advertised 


GOODYEAR 
WELTS 


SO COOL AND LIGHT AND EASY TO WEAR 


YOU YOURSELF WILL WANT A 


Woven like straw, tough wearing Nylon pump with brushed leather plug 
Feather-light crepe soles, leather insole, leather counter pocket. 
NATURAL ‘'STRAW"' NYLON 379535 mens 6/12 B, D $5.90 net 
BROWN “STRAW NYLON 779536 mens 6/12 B, D $5.90 net 
BLACK "STRAW" NYLON 779537 mens 6/12 8, D $5.90 net 
FOOT KING®; Your headquarters for in stock service on RIPPLE SOLES; 
WELLINGTON (Jet) BOOTS; BUCKLE-BACK (ivy League): STILT SOLE (Mile 
High Crepe) in Bal, Loafer, SHU-LOK patterns; REG-E-STURD boys shoes: 
BOY RANGERS @ $3.75 & up. Sizes | to 6, widths A to E 


| to 6, Mens 6 to 12, B, C, D widths. Many styles 






wholesale division among the several 
thousand Jarman independent accounts. 
He has been with General Shoe since 
1946, and is a graduate of the com- 
pany’s special executive training. 





International Promotions 


St. Louts—International 
pany has announced two 
changes in plant personnel. 

Rudy Chatman, assistant lasting 
foreman at the Chester, Ill., plant, has 
been promoted to foreman of the last 
ing department at the Dexter, Mo., 
plant. Mr. Chatman, a native of Pop 
lar Bluff, Mo., started working for In- 
ternational in 1948, 
sembler in the lasting department. 

Clifton Ray Lott, a fitting depart 
ment instructor at the Anna, IIl., plant, 
named foreman of 
the fitting department He has 
been with International since 1950. 


Shoe Com- 
supervisory 


serving as an as 


assistant 
there. 


has been 


W. T. Bowers Returns to Fold 
Of Dominion Shoe Company 


W. T. for the 
past three years vice-president and 
manager of Hagerstown Shoe Com 
pany, Maryland, returned to his 
former company, General Shoe in Nash 
ville, division manager of its 


NASHVILLE Bowers, 


has 


as a 


Dominion Shoe Company. Dominion 
makes shoes for volume accounts, 
chains and other accounts. Houghton 


DD). Vaughn, executive vice-president of 


said the addition of Mr. 
Sowers to his staff was a part of the 
division’s expanding program. 

Mr. Bowers has had 26 years of shoe 
manufacturing, and 
before re 


Dominion, 


purchasing sale 
Shoe 


May, 1954, to become vice 


experience in General 
signing in 
president and a director of Hagerstown 


Shoe Company. He started in 1928 as a 





W. T. BOWERS 


lining cutter, before becoming a shoe 
cutter and later as cutting room fore 
man. He was superintendent of two 


plants and then general superintendent 
of all of the company’s women’s plants 


in the southern states. He spent two 
years purchasing upper leather and 
findings. From 1948 to 1954 he was 


division manager of General’s Friend- 
ly-Acrobat children’s division. 





| 
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NEW PAIR! 


SHU-LOKS—Boys 





ATLANTA SHOW 
May 5 to May 8, 1957 
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Such comfort is hard to find in these 
sizes: 4-12, AAA—EEE. 





“MYRNA” 
STYLE 72! 


$7.95 and 
Retail 





B CUSHIONIZED BELLAIRE SHOE CO. 


Division of Holmes Stickney, Inc. 
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ALWAYS 
A STEP AHEAD 


Popular priced 
slippers for men, 
women and 
children 


Hit styles in 


vat 
on | 
high fashions. , 
\\ \ 
ry] 


Help Your Heart Fund 





BLUM SHOE MFG. CO. DANSVILLE, N.Y. 


Of course 


Baintlex 
INNERSOLES are flexible... 


important to the ultimate wearer 


DOL and they CUSHION the foot. 


This means REAL COMFORT, too. HERE’S WHY — 


Ist They're made of natural leather fibers. 
2nd The advantages of such fibers and our exclusive process 
makes unnecessary excessive use of heat-producing 
binders — the result — the breathable cushioning char- 
acteristics of ground leather fibers make BAINFLEX 
Innersoles unequalled for coolness and comfort. 
CONCLUSION: Shoes with Bainflex Innersoles never 


“burn” the feet. Reason enough for you to specify 


BAINFLEX for all your styles. 


CORPORATION 19 CHESTNUT STREET, CAMBRIDGE, MASS. 
EE” TEL. TR 6-723) 





| N. Y. Shoe Producers’ Board 
| Elects Officers and Directors 


NEW YORK The following officers 
were elected at a general membership 
dinner meeting of the Shoe Manufac- 


| | turers’ Board of Trade of New York: 


Frank Mazza, chairman, D’Antonio 
Shoe Corporation; Preston Beyer, 
president, Mel Preston Shoe Corpora- 
tion; John L. Jerro, vice-president, 
Jacob Zuckerman, treasurer, Zucker- 
man & Fox, and Benjamin B. Cohen, 
secretary, M. Cohen & Sons Shoes Cor- 
poration. 

At the same time the following direc- 
tors were elected in addition to the 
above officers who automatically be- 
come directors: 

Sam Buchanan, Delman Company, 
Inc.; William Burroughs, Burn Shoe 
Company; Robert Cardone, Cardone & 
Baker, Inc.; Abe Elias, Elias & Bender, 

| Inc.; Howard Fox, Fox Shoe Mfg. Cor- 
poration; Pat Marino, Marino & Son 
Shoe Corporation; Hy Rabkin, Bon Tell 
Footwear Corporation; Al Rao, Rao 
Koury Shoes Inc.; Merwin Zuckerman 
I. Miller & Sons Company. 

The meeting was presided over by 
Frank Mazza who held the office of 
president of the association for the 
past three years. Upon retiring from 
that office Mr. Mazza automatically be- 
comes chairman of the board. The firm 
of Seligman & Seligman has been re 
tained as counsel. 


Lynch Now with Bear Brand 

Cuicaco—John W. Lynch, who re- 
signed as sales promotion manager of 
the Mishawaka Rubber & Woolen 
| Manufacturing Company, has been ap- 
| pointed manager of advertising and 
sales promotion for Bear Brand Hosiery 
here according to an announcement by 
Henry Pope, Jr., president of Bear 
Brand. 








| 
| Shoe Industry Representative 
In Mid-Atlantic States Area 


fe, 


Al Verdekal, who will represent the Bill 

Williams Sales Company in Pennsylvania, 

Virginia, Maryland and upstate New 

York. Bill Williams Sales is national rep- 

resentative to the footwear industry for 

the Crown Rubber Company of Fremont, 
O., foam rubber-backed fabrics. 
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Pfeiffer Company Appoints 
McTiernan and Barrow 
WORCESTER, MAss. Hugh McTier- 
nan has been named national sales 
manager of the in-stock division of the 
Frank R. Pfeiffer Company, slipper 


and casual manufacturers, it was an- 
nounced here by Ralph Cary. 


a 


HUGH McTIERNAN SYDNEY BARROW 


Mr. McTiernan is well known in New 
England as a shoe sales representative. 
He has represented the Charles A. 
Eaton Company and Pfeiffer’s, Inc. He 
has also had extensive chain shoe store 
and orthopedic experience as well as, 
since the war, experience in selling the 
department store field. 

The company also announced the ap- 
pointment of Sydney Barrow, Boston 
area pattern and style man, as super- 
intendent. 


Barrow came to the United 
States from his native England 10 
years ago. He is a graduate of the 
Cordwainer (Boot and Shoe Trade) 
Technical College in London and has 
been works manager for several Brit- 
ish companies. 

Most recently, he had been associated 
with Lissak & Company of New Bed- 
ford and the Narjos Shoe Company of 
Somerville. . 


Mr. 


Esquire’s Liquid Shoe Polish 
Jumps Off to Brisk Sales 


NEw YorK—The Knomark Manufac- 
turing Company’s current drive to es- 
tablish its new Esquire Lano Wax, li- 
quid shoe polish, was termed “The 
largest and most concentrated cam- 
paign ever put on for a single shoe 
dressing by any company anywhere” 
by Melvin Birnbaum, executive vice- 
president. 

Motivation demonstrated 
early to Sam and Al Abrams, brothers 
who are respectively president and 
treasurer of the company, that a large 
potential market existed for a practical 
liquid polish. The effort was under the 
direction of Melvin Birnbaum. Tech- 
nicians, chemists, and plant supervi- 
sors, among others, were called into 
play during the development stage. 

Actively cooperating on the project 
were Harold Holden, advertising man 
ager; Joseph Hirsch, vice-president in 


research 
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A NEW 


1958 CADILLAC 


IN WELLCO'S 





possible moment. 
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charge of national sales, and Charles 
L. Rothschild, executive vice-president 
of the Emil Mogul Company, Kno- 
mark’s advertising agency. 

The signal to proceed with the new 
product was given shortly after New 
Year’s. Only a few weeks following a 
first meeting held in 
Chicago, written for 10 
million packages. 

Increased capacity is on everyone’s 
mind at Knomark as they are looking 
forward to shifting the plant from its 
present Brooklyn location to one in 
Springfield, L. I., where the output rate 
will go up a great deal, according to 


sales 
were 


regional 
orders 


Knomark officials. 


Selby Shoe Personnel 
the 
office and the 
Selby Shoe Company for 29 years pre 
vious to becoming an office 
with Lucky Stride Shoe Company at 
Maysville, Ky., a few ago, has 
returned as deputy clerk of court He 
maintained his home here while work 
ing in Maysville. 

Allen P. Sisson, production manager 
for Selby for six years, has resigned to 

administrator of rates and 
for American Bosch Arma Cor 
poration at Field, L. I. Mr 
Sisson joined the Selby firm in 1933 
and worked in production and 
engineering before taking over as pro- 


PORTSMOUTH, O. Otis Fout in 


sales departments of 


executive 


years 


become 
wages 
Roosevelt 
rates, 


duction manager. 
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PROTECT YOUR OWN FUTURE 
WITH YOUR OWN BUSINESS 


If you have the background of ortho- 
pedic shoe fitting and servicing, and 
like to help people, you can make 
money in an exclusive Foot-so-Port 
Shoe Store. If you have $5,000 to 
invest, we have a plan to help you 


open your own store. 


© Bookkeeping, tax work, complete 
plans for store, stock, furniture, fix- 
tures, etc., furnished by us. Factory 
and retail training program. Write 


FOOT-SO-PORT SHOES 


Division of Musebeck Shoe Company 
OCONOMOWOC, WISCONSIN 














make these sandals faster selling. 
Napa-tanned glove Elk leather plus 
foam rubber platforms give slipper 
comfort. Men's and women’s styles in 
stock for immediate delivery, Write 
today for full information 


PIONEER SHOE COMPANY 
35 Holden Street, Minneapolis 
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Made Cotton Mill Manager 
For International Shoe 


St. Louis—Hughey M. Jackson has 
been appointed manager of the Inter- 
national Shoe Company cotton mill in 
Malvern, Ark. This action is in prep- 
aration for the forthcoming retirement 
of Harold D, Lockman, present mill 
manager, who will remain in an advi- 
sory capacity. 





HUGHEY M. JACKSON 


The 13,000-spindle Malvern mill pro- 
duces twills, drills, ducks and sheet- 
ings used principally in shoe compo- 
nents. It employs 260 persons 
and produces approximately 8,000,000 
yards of gray goods each year. 

Prior to his new appointment, Mr. 
Jackson had and service 
representative for Whitingsville Spin- 
ning Ring Company, traveling Georgia, 
Alabama, Tennessee, Mississippi and 
South Carolina. A textile engineering 
graduate of Georgia Tech, he was super- 
intendent for 13 years of the 55,000 


some 


been sales 


spindle Pacolet gray goods mill in New 
Holland, Ga. Previously he had been 
night superintendent of the Fulton 


Bag and Cotton Mill in Atlanta. 


Needle-Point Shoes Wanted 
In Hawaii, Says Regano Aide 


HAVERHILL, MAss. 
ceptance of women’s needle-point shoe 
styles featuring soft box has 
spread to Honolulu, according to Daniel 
J. Ryan of Regano Box Toe Company, 
Haverhill. Mr. Ryan has recently re 
turned from a trip to that city, capital 
of the Hawaiian Islands. He reports 
that women there are fashion as well 
as foot comfort conscious. 

This, he says, “is expressing itself 
in a strong call for women’s nationally 
known American makes of needle point 
shoe fashions in Honolulu stores, fash- 
ions in which soft box toes are invaria 
bly featured. Women in their prefer- 
ence for needle point fashions 
continue to want that toe comfort which 
has been a major factor in consumer 
acceptance of the fashionably soft types 
of women’s footwear, featured over a 
period of several seasons in the Ameri- 
can markets.” 


Consumer ac- 


toes 


shoe 


Hood Salesman Retires 


Boston—Charles J. F. Sherman, 
footwear salesman for the Boston 
branch of Hood Rubber Company, a 
division of The B. F. Goodrich Com- 
pany, Watertown, Mass., has retired 
as of last December 31. 

Mr. Sherman joined Hood in 1924 
after 10 years’ experience in the 
leather shoe industry. Over the years 
with Hood, he has covered western 





CHAS. J. F. SHERMAN 


Massachusetts, Vermont, Boston and 
Cape Cod, and has written up total 
sales of well over three million dollars 
in waterproof, canvas and fabric cas- 
ual shoes 

He resides, with his wife, at 881 Lin- 
coln Street, Waltham, Mass., and plans 
to travel a little, visiting his married 
son and daughter and grandchildren. 


Military Agency Seeks 
465,000 Pairs of Shoes 


PHILADELPHIA—The Military Cloth 
ing and Textile Supply Agency of the 
Quartermaster plans to procure in the 
near future approximately 465,000 pairs 
of low black dress shoes. Deliveries 
will be scheduled from August, 1957, 
through January, 1958. 

Invitations for bids will be mailed to 
those firms currently on the bidders’ 
list. Other interested firms should con 
tact the Military Clothing and Textile 
Supply Agency-Philadelphia Quarte 
master Depot, U. S. Army, 2800 South 
20th Street, Philadelphia, Pa., Atten- 
tion: Purchasing, Footwear Branch. 

The agency also announced that two 
awards have been made covering men’ 
rubber overshoes with cleated rubber 
outsole and heel follows: LaCrosse 
Rubber Mills, of LaCrosse, Wis., 12,744 
pairs, at $4.09 each for a total of $52,- 
122.96, and to the Rubber Corporation 
of Calif., Garden Grove, 8,484 pairs, 
at $3.90 each for a total of $33,087.60. 
Bids were opened on 18 February 1957. 
Procurement is for the Air Force. 

An award covering 11,592 pairs of 
men’s oxford dress shoes went to the 
Perry Norvell Company of Huntington, 
W. Va. The award had a dollar value 
of $65,129.28. Proposals were re- 
ceived until March 13, 1957. This pro- 
curement is for the U. S. Army. 


as 
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Dow Corning Sets Plans for National Sylflex Drive 


MIDLAND, MIcH.— Complete plans 
for a second nationwide promotion of 
Syl-mer silicone finish for textiles, and 
Sylflex, silicone for leather, have been 
announced by Dow Corning Corpora- 
tion. 

The forthcoming program is timed 
to extend from September through 
December, the top months of the fall, 
1957, retail selling season. 

Special emphasis will be placed on 
the latest fashion in apparel, uphol- 
stery and decorative fabrics featuring 
Syl-mer and shoes made of Sylflex 
tanned leather. Mills, cutters, tanners, 
shoe manufacturers and retailers will 
tie into the program with advertising 
and merchandising support. 

In addition to the national advertis- 
ing drive planned for consumer publi- 
cations is an _ extensive two-week 
saturation radio advertising program 
in the nation’s top 15 market 
that account for 50 per cent of depart- 
ment store sales. Syl-mer and Sylflex 
merchandise available in stores will be 
credited on the air by local personali- 
ties in the 15 areas. The cities include 


areas 


Atlanta, Baltimore, Boston, Chicago, 
Cleveland, Detroit, Los Angeles, Mil- 
waukee, Minneapolis-St. Paul, New 
York, Philadelphia, Pittsburgh, San 


Francisco, St. Louis and Washington. 

In addition to these cities, depart- 
ment and specialty stores throughout 
the country are being invited to par- 
ticipate in the promotion. 

A wide variety of effective sales pro- 
motional material is being prepared 
by Dow Corning for use by participat- 
ing stores. This includes window and 
interior store display plans, mounted 
reprints of national ads for window 


and counter use, suggested layouts for 
local newspaper advertising and radio 
and TV script material and publicity 
stories for local use. 

In many of the major stores taking 
part in this promotion, Dow Corning 
representatives will be on hand to as- 
sist in promotion, planning and execu- 
tion. A special training film in color 
has been prepared that explains the 
silicone sales story to retail store sales 
people. 


Pfister & Vogel Tanning 
Perfects Safety Plate Device 
MILWAUKEE—A safety 
ploying the principle of reversing the 
feed roll has been developed by the 
Pfister & Vogel Tanning Company en 
gineering department, it Was an- 
nounced by L. E. Meyers. It is appli 
cable to the Curtin-Hebert type of feed 
through buffing machine where the side 
or piece of leather is fed into the ma 
chine over a feeding table. 
If an operator’s hand 
tangled with the leather and is pulled 


device em 


becomes en 


into the machine, a safety plate i 
tripped operating micro switches which 
in turn reverses the feed roll drive, 
powered by a one H. P. motor. The 


feed roll was formerly driven by the 
main motor. 

Heretofore, when the safety bar was 
tripped the operator’s hand, if caught 
in the leather, could be pulled a short 
distance into the machine before the 
feed roll and sandpaper cylinder could 
be stopped. Installation sketches and 
wiring diagrams available on re 
quest, at no charge, Pfister & Vogel 
said, by writing to them. 


are 





Champion Justin Boot Salesmen Honored 





Four champion boot salesmen were honored at a meeting of Justin Boot Company 


representatives held in Fort Worth, Texas. 


From left to right, they are: Will 


Davidson, 1953 champion representing the Colorado area; Bill Justin, 1955 cham- 
plow representing Texas; Milton Cox, 1956 champion representing the California 
area; and Jack Hamilton, 1954 champion representing the Oklahoma area. The 
company's new line of boots for 1957 was displayed at the recent sales meeting 
which was climaxed by presentation of the 1956 championship salesman award to 
Milton Cox. He was presented with an embossed leather belt with jewel studded 
sterling silver buckle by John Justin, Jr., president of the 78-year-old firm. 
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new Taper-Toe Pump 
23/8 Jordan Heel 


WHITE SATIN 
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WHITE 
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Dutch See Quality as Leading U. S. Shoe Industry Factor 


Where 
“BUY - 


BOX HANDLERS 
LONG ARM 


the efficient box hondler 


Quicker 
Easier 


Safer 


than any other way to get shoes from the high 
shelves And you return the empties upside 
down—no falls from ladders or stools—no er | | 























Rendics Ak, “En Leidiey Gaad tote | Twelve shoe manufacturers from Holland are shown at the Washington, Mo., men's 
prepaid in U. S$. A. Specify handle Senet , shoe plant of International Shoe Company, where they made a tour of study and 


inspection recently. The Dutch representatives commented on the number of styles 


desired and if for Men's or Women's boxes— 
and colors of American shoes. 


your Jobber or 





CARL BEEMAN 


Cedar Heights Rd Stamford, Conn. 





MEN'S SHOES 
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| 


‘ | 

| _E. P. BAYLESS Shoe Co. 

| 1202 E. New York st., Indianapolis, Ind. | 

| are distributors for SHAW NATION 

| ALLY ADVERTISED men’s shoes in 

; Indiana, Western Ohio and Eastern 
Iilinois. Styles to retail from $8.95 to 

$12.95. We have a complete floor stock 

| of Shaw shoes AA through EEE, 

| to 15! Write TODAY for details 

} ~~ 
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Moccasin- 
type Blucher 
oxford, Cherrytone 
leather, Pacifate twill 
right and left quarters 
10 well-type combination 


lining, 
on our No 
last. An outstanding shoe for gos station 
attendants, garage men, mechanics and 
all factory workers, IN-STOCK B through 
EEE, 5 to 13 


M,. Te SHAW, Inec.. Coldwater, Mich. 
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Louis—Twelve Dutch shoe man- 
ufacturers and two interpreters visited 
the Washington, Mo., work shoe plant 
of International Shoe Company re- 
cently. The group represented 12 shoe 
companies and 17 shoe plants in Hol- 
land. 

In describing shoemaking in Hol- 
land, Dirk M. A. Janssen, general man- 
ager of Swift Schoenfabrieken, N.V. of 
Nijmegen, had this to say, “Holland’s 
350-odd shoe factories make about 24,- 
000,000 pairs a year. We make men’s, 
and children’s but 
women’s footwear predominates. Most 
of our factories are members of a gov- 
shoe trade 


ST. 


women’s, shoes, 


ernment-controlled associa- 
tion and they operate on a 48-hour 
week, with an eight and a half hour 
day and a half day on Saturday. 

“Weekly piece-rate wages average 
83 guilders (about $20), but the guilder 
has high purchasing power in Holland. 
Most plants average about 50 em- 
ployees, although some run as high as 
700 people. We figure about two man 
hours per shoe (compared to approxi- 
mately one man hour per shoe at the 
Washington plant). Most of our shoes 
are distributed through independent re- 
tailers.” 

“Wooden shoes are 
past,” continued Mr. Janssen. 


a thing of the 
“They 


are not made in shoe factories and 
are considered a part of the lumber 
industry. A few are made by small 
individual handicraftsmen and are 


the people of 
to interest the 


worn by farmers or 
Marken and Volendam 


tourist trade.” 

The most impressive features of 
American hoemaking, Mr. Janssen 
feels, are the “number of styles and 
color the new machinery, and the 


conscientious attitude of the American 
shoeworker toward his job. Your work- 
ers are quality-minded and I want to 
that back to my 
people.” 

The Holland shoe manufacturers and 


take impression 


their interpreters are currently touring 
various American companies to study 
shoemaking methods and _ products. 
They are guests of the German Edu- 
cational Travel Association of New 
York. 


Automation in Shoe Industry 


ENpbicoTT, N. Y. Greater use of 
automation is inevitable as the shoe 
industry turns to modern methods and 
machines to increase efficiency, Ray- 
mond A. Mills, Endicott Johnson Cor- 
poration vice-president, told a large 
group of employes here. 

He revealed that the company has re- 
cently organized a research and devel- 
opment committee to advise manage- 
ment in this field. 

He said government statistics indi- 
cate increased population in the next 
10 years though the country’s work 
force will be less. He predicted that 
various forms of automation will de- 
velop in many fields. 





International Shoe Employe 


Has Idea; Gets $100 





International Shoe Company employee 
Joe Neal Cox receives a check for $100 
from Joseph D. Aderhold, (right) su- 
perintendent of the shoe firm's Bolivar, 
Tenn., tannery. Submitted through the 
ISCO suggestion system, the cash award 
was for a practical improvement In 
the work of rolling upper leather. 
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Dr. Scholl’s Family Sandal 
Has Built-In Arch Support 


CHICAGO — Developed and manufac- 
tured by Dr. Scholl, sandals, versatile 
enough for year-round wear, feature 
exclusive built-in metal arch supports, 
plus an extended and cupped heel. 


The sandal for the entire family, by Dr. 
Scholl, comes in several colors and fea- 
tures built-in metal arch supports. 


Soles are specially shaped to correct 
orthopedic principles, allowing full toe- 
room, and are premolded to follow 
every contour of the foot in action. 

All stitching is of strong silk, nylon 
and linen threads. 

Natural tan and red leather are in 
sizes 3 through 13, and black and white 
saddle leather in sizes 3 to 11. All 
have a heel slightly higher than the 
men’s and retail for $9.95. 

Men’s models come in natural tan, 
black or brown saddle leather in sizes 
6 through 15. Retail price, $9.95. 

For children, the colors are natural 
tan, red and white, in sizes 7 through 
12. They retail for $6.95. Misses’ sizes 
come in 13 through 5, and are priced 
at $7.95. Youth’s sizes from 2 through 
6, and retail for $8.95. 


International Shoe Division 
Introduces New Safety Boot 


St. Lours—A new extra high safety 
boot especially designed for heavy duty 
wear was recently introduced by Hy- 
Test Safety Shoes, Division of Inter- 
national Shoe Company. The boot has 
a height of twelve inches, providing leg 
as well as foot protection. It also in- 
cludes doubly reinforced features for 
sturdiness. 

Features include brass rivets on the 
vamp, an oil-resistant composition sole, 
an outside pocket shielding the counter, 
and a tempered steel shank and storm 
welt. The lining is mildew proof. 


New ‘Camouflage’ Color 

BostToN—Camouflage, a new color, is 
being introduced by the Brezner divi- 
sion of Allied Kid Company here. A 
misty olive green, the new shade is 
available in Brezner’s “Shag” and also 
comes in several of their other leathers, 
including Smooth, Elk, Napoli, Brushie 
and Napolino splits. 
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‘Space Casual’ Is Variant 
Of the Traditional Flattie 


Los ANGELES—A new twist to the 
traditional flattie is meeting with 
quick acceptance by teenagers and 
junior misses in this city. Called the 
“Space Casual,” it is a patent-applied 
for model in the line of Fantasy Cas- 
uals, represented by Frank Dodds of 
1021 West Sixth Street, Los Angeles 


This new twist in casuals has enjoyed 
acceptance by Los Angeles teenagers. 


Made from a very soft glove leather 
with flexible sole, the separation be- 
tween the big toe and the rest of the 
foot ties in with the traditional “Tabi” 
influence from Japan, always strong in 
this western area. 

Silk stocking manufacturers are al 
ready producing hose in this style; 
peds, too, are readily available. This 
Space Casual by Fantasy has only 
been on the market a short time. 
Broadway Department stores have 
featured it and moved several hundred 
pairs in the first couple of days it was 
on the shelves. Several types of thong 
sandals with separated toe also show 
in the line. 


Cleveland Firm Introduces 
Foam Rubber Insole Line 


CLEVELAND—A new line of washable 
foam rubber insoles and half insoles 
has been introduced by Forest City 
Products, Inc., 722 Bolivar Road, Cleve- 
land. The insoles are treated with Sub- 
du, a new anti-microbial formula said 
to resist foot odor, bacteria and fungus. 
They will be distributed under the 
brand name, Saxon Hi-Style, a label 
used for the shoe findings trade. 

Sub-du treated insoles will maintain 
their original effectiveness even after 
long wear and repeated washings, as 
proven in the most severe standards of 
tests by leading independent testing 
laboratories, it is claimed. 





Where 
BUY 














IN STOCK SHOES 








IN STOCK FOR 
BOBETTES IMMEDIATE DELIVERY 
SPORT AND 
WORK SHOES Ranch Tan 
Glove Leathers 


Matching Cushion 
Crepe Outsoles 


10 colors 
including 
Sandal, Mohawk 
Red, Antelope, 
White, Pearl, 
Burgundy 
AAA-C 4-13 


Softness 
order 


Comfort and 
wants 


For the 
your Customer 


BOBETTES 


New catalogue ready for you 


SHEBOYGAN SLIPPER CO. 


505 SO. 9th ST SHEBOYGAN, WISC 


Manufacturers 











SHOWER SHOES 











MEN'S, LADIES’, BOYS’, GIRLS 


SHOWER 
CLOGS 


POPULAR PRICED 
“ 


STAPLE YEAR ‘ROUND SELLER 
SEND FOR CATALOG OR JOBBER'S NAME 


WOODSCO, Inc. SINCINNAT! 12 








JOBS 








CANCELLATIONS 
COME TO PHILADELPHIA 


YOUR OPPORTUNITY TO BUY SHOES 
AT LOWER PRICES DUE TO 
OUR LOW OVERHEAD 
BEST KNOWN BRANDS IN AMERICA 
MEN'S WOMEN'S CHILDREN’S 


M. L. C. SALES CO. 
48 N. 3rd St. Philadelphia, Pa. 
MArket 7-0823 
WM. CEASAR MARCUS LUBER 














Classified ad Want Ads 








SALESMEN WANTED 








SALESMEN WANTED | SALESMEN WANTED 








c 


ind/or 


J +f 
& ‘ 


r 


i ' i r r ' | O7Z 


Avenue, Merrick, Long Island. 


t 





Salesmen...Shoe Depts....Wholesalers...Mfrs, | {LOOKING FOR SOMETHING? 


t Sales and troublesome fittings caused by foot slippage, ef- shale ys’ and Men's Shoes yet 
nis , oys 1 Mens onoe yet 


y LATON SHOE GRIPS, Pat Pend., IS A fanufacturer’s Line with Style 


to all kinds of footwear. Dries to transparency | iality features that really 


f 


er 


tage Order direct from manufacturer. LA 


‘ 
+ oht y , 
raight come yr 


Well Built Shoe Co.'s is the Line to 


aft 2st In-Stock set-up of Little 


, fc ule iced Ce 
xterior foot slippage, improving fit fast. Popular priced, too. Can 
Z . reo, TTD ‘65 *» 
¢ Pr fe Onal store use 6 oz. < ze 


4 


uried successfully with an 
conflicting Line on attractive 
f 


7e ‘ret ng Y¢ $7.20 doz plus commission basis. Experienced men 


ON, INC., 25 Merrick only, write now in full confidence 
( ylesmen wanted WELL BUILT SHOE COMPANY 
Milford, Massachusetts 

















COMPANION LINE OF HIGH rYLED 
“~ BACKLI WEDGES, CLOGS, AND 
FLATS offes excellent opportunity, retailing 
from $6.95 to $19.9 Well known name, pre 
nt being sold in the fi ] 
ent store in the count 
Experienced met 

erritory 1 ihe 
Available territori« 
Michigan and Indiana 

lvania and West Virgit 
nd South Carol Dent 
Georgia; Arkansa lou 
Missouri, Nebraska and 
lowa; North Dakota 

ta. Reply in confide 

hoe Recorder, Che 
lelphia 39, Penna 


nest ions and depart 


rrENTION 

Line of Popular 
constructed Loafers, 
hand-laced Moccasit 

available to 4 ravel ; 
States: Pennsylvania, Ohio, Indi i 
Kansas, Texas, Oklahoma, Washingtor 
ind the Rocky Mouritain State N 
d Weel 


nes may be carrie 
949 t nd 


Reply to Box I 
Chestnut & 561} treets, Philadel; 





HELP WANTED HELP WANTED 








TOP EXECUTIVE 
TO SUPERVISE STORE 
OPERATIONS FOR CHAIN 

OF SHOE STORES 
Large regional retail shoe company with substantial growth program 
and executive offices in Seattle, seeks outstanding man with proven 
ability to serve as executive in charge of all store operations. Must 
have retail store background and be willing to travel extensively. Top 


alary. Please write complete background. All replies confidential. 


Reply to Box £956, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 














BUSINESS OPPORTUNITY BUSINESS OPPORTUNITY 











HELP WANTED 





WANTED MAN AROUND 40 YEARS to 
4° inistrative expe 


years of age, with Adn 
facture and se 


rience, familiar with the man 
ing to the volume trade onl of ¢ 

Misses’ and Growing Girls’ Popular Price Good 
ear Welts, Cements and Littlewa Welt 


a 
well as Men's Stitchdown Casuals and House 
d 


} 


Slippers Unusual opportunit for quick 
ancement to Tor Executive positior Ther 
eplying outline in detail Administrative Manu 
facturing and Selling experience, and give 
references Address repl to | V. Wershey 
President, HAGERSTOWN SHOR COM 
PANY, HAGERSTOWN, MARYLAND 


R ETATTI SHOT OPPORTUNITY GEN 
ERAT MANAGER ANID MERCHAN 
DISE BUYER to handle store doing in the 
xcess of One Million Dollar Volume on high 

ide shoes Salary commensurate with ability 
Rey to Rox 958 Root and Shoe Recorder 
Chestnut & 56th Streets, Philadelphia 39, Penna 





LINE WANTED 





l INI WANTED FNERGETIKC AND 
“ AMBITIOUS YOUNG MAN desires to 
travel in South or Southeast presenting ret 
table manufacturer of Ladies’ Medium or Bet 
ter Grade Shoes Have 22 years’ experience 
etailing and managing. If you contempla 
changes or redistribution of territories I am 
vailable for immediate interview Expect to he 
May Atlanta Show All replies confidential 
Reply t Rox 959, Boot nd Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna 


156 


EARN $15,000 TO $20,000 YEARLY 


SHOE MERCHANT OR TOP MANAGER—Age 30 to 40 years 
A person with proper background, personality and character desirous of becoming 
important part of basic retail shoe operation located in California. This is an unusual 
opportunity to join hands with an organization that has EARNED the reputation of 
being one of the finest of its type in the country 


MUST BE ABLE TO INVEST FROM $20,000 TO $40,000 


While investment is necessary, much more importance is placed on the AMBITION and 
ABILITY to manage, sell, fit and to help further develop an ethical business with endless 


possibilities 
GUARANTEED DRAW $10,000 YEARLY, PLUS 
UNLIMITED SHARE OF PROFITS 


Write detailed experience since leaving scho>! in addition to character references. As 
soon as they have been verified and proven satisfactory——all above statements will 
be SUBSTANTIATED 


Reply to Box £963, BOOT & SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 











LINE WANTED LINE WANTED 


AVAILABLE IMMEDIATELY 


Salesman who can be tremendous asset to factory producing fine Line of High 
Grade Men’s, Women’s, Children’s Shoes. Unusual contacts permit aggressive 
coverage of Independent and Department Stores in New York and New Jersey 
areas. Excellent education and experience can prove mutually beneficial. 
Broad background in Retailing, Styling, Merchandising, Sales Promotion and 
Sales Training. Age 40; Married. 


Reply to Box £961, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 














Boot and Shoe Recorder 

















SALESMEN WANTED 





SALESMEN WANTED | SALESMEN WANTED 














SALESMEN WANTED 


To carry line of Children's Pre-Welts and 
Cements, Luther Brand, Stock and Make Ups; 
Commission basis. Can be carried with 
non-conflicting Line. Established territories: 
Kentucky, Illinois, Missouri, Minnesota, lowa 
and Nebraska. Reply, with references. 

THE KEPNER SCOTT SHOE CO., INC. 

Orwigsburg, Pa. 








SALESMEN WANTED 


Are u thinking of making a change, be 
iuse mergers, price and style have taken 
the sell out of selling Would you like sell 
! qualit principle and service in a terri 
tory where you can build your own tuture 
Openings in established territories Send 
itline of experi ence t Box 916, Boot and 
Shoe Recorder, Chestnut & 6th Streets, 








OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 








SALESMEN 
EXCELLENT EARNING OPPORTUNITIES 


lighly reputable New York Company is 
seeking mer r ) Territories To Cover 
Jepartment stores, shoe re- 

pair shops irgica ipply stores. A 
v Jer? ne that pay nign commis 
Established a int n all terri- 

torie Write for full particulars giving 


us States desired. 


Reply to Box 954, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











SELLING OPPORTUNITIES | svaitabie 


Ever-growing consumer demand for this nationally-adver- with 

tised $4.95 - $5.95 branded in-stock children's shoe line , . 
has exceeded all expectations . . . making possible new juvenile 
growth and the opening of excellent territories where , 
top, experienced shoe salesmen can expect a real future. shoe line 


This is probably America's fastest-growing children's shoe 
line, delivering outstanding value and exceptional fit. that doubled 
Only men who live in and are presently traveling the 


following territories will be considered. its sales 
OPENINGS AVAILABLE NOW IN: last year 

@ NEW YORK STATE @ MARYLAND—DELAWARE—VIRGINIA 

@ TEXAS—OKLAHOMA @ FLORIDA—GEORGIA 


State job qualifications and past job history in first 
letter. Replies held in strict confidence. Write to Sales 
Manager, Box #957, Boot & Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Pennsylvania. 








WANTED AGGRESSIVE SALESMAN 


Excellent Opportunity for Experienced Salesman to represent a Well 
Known Manufacturer with an outstanding Line of Children's Shoes, 
Women's, teen-age Sports and Casual Flats. Territory consists of States 
of Arkansas and Missouri. These are complete In-Stock Lines with strong 
promotional backing. Successful applicant must live in territory. Submit 
full information as to previous sales background. Replies kept confi- 
dential. 


Reply to Box #947, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 











SALE MAN LOCATED ST. LOUIS: To, 

“ Manufacture of High Style Bows desire 

d hoe man travel Chicago, Nashville, At 

" Dake present accounts, Full time 

(ood income Write full particular Reply t 

IB 4 Boot and Shoe Recorder, Chestnut & 
treets, Philadelphia 39, Penna 





-ALESMEN WANTED FOR POPULAR PF APANDING SALI ORGANIZATIOD 

™ PRICED LINE of Men’s and B 4 titch “ Opening tor expe ed men | Manufa 

jown Oxfords and Casual t traight ¢ turer f Ladies’ Medium Priced ‘ entire 
sion basis—-several territori opel et ] hacked by in-stock er ¢ he t It 

eferences. Reply to Box 953, Boot and hoe Boot at hoe Ree ler, Chestnut & 

Recorder, Chestnut & 56th Sts., Philadelphia 39 | treet Philadelphia 39, Penna 

Penna. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 











ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


Name (please print) 


Na iis beh a oh erry City State 
Enclosed is Check (1 
Please check if box No. is Wanted [1] Money Order (1) 














April 15, 1957 
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FOR SALE 





FOR RENT 








SELF SERVICE SHOE STORE 
FOR SALE, SALON TYPE 


Well established Ladies’ Retail Shoe Store. 


located in Florida’s Largest and Fastest 
Growing West Coast City. Low rent; good 
lease; excellent location downtown Sell- 
ing because owner's other interests neces- 
sitate spending all his time out of town 
Volume 860,000. Price $17,500 cash; which 


includes stock, furniture and fixtures which 


amount to a great deal more than the 
price Some of fixtures: Chrysler Air Con- 
ditioner; large National Cash Register; 
leather Seats. Approaching Summer tour- 


ist season. Why not live in Florida’s good 
climate and have a business? 


Reply to Box 952, BOOT & SHOE RECORDER 











Chestnut & 56th Streets, Philadeiphia 39, Pa 
S i} ORI AND ASHTON Hor 
“ COMBINATION Selling Wome 1 ¢ 
P Shoes and Women's Appare Locate 
vampa Valley, Northwestern Colorad Ire 
Oi] and Uranium development ist 
tartit Best location; beautifull de« te 
perating costs; absolutel cle tock 
turnover; top profit $ 0 will bu 
te CRAIG BOOTERY s FASHION 
HOP, 525 Yampa Avenue, Craig, ¢ ra 
FOR ALE: CORRECTIVE SHOJI PORE 
Looy cation, in Doctors Building, Chic 
! ears in location customers recor 
| p year around Profitable volume 
ill handle. Mas r man and wife « 


tion. Reply to Box 946, Boot and Shoe k 


Chestnut & 6th Street Vhiladely 
9, Pa 
GS TORI FOR SALE: Ladic Shoe tore, « 
= tablished over 25 years good ition 
West of Boston. Owne ' th f 
healt) Medium-priced hoe Inventor ove 
00 Reply to Box 948, Boot and SI 
Recorder, 10 High Street, Boston, Ma 
FF Ok SALE TWO FAMILY SHO! 
PORES, both in college tow: ir South 
(Carolina textile center Want t etire Rey 
' Box 951, Boot and Shoe Re le Chestnut 
& Sétl treets, Philadelphia 39, Pen: 
& 000 PAIRS LADIES LEATHER 
, SPRING METATARSAI size 41% 
Retails $1.25 a pair Will sell all for ¢ 
a r. Inquire: TISHMAN, 3 Jackson A 
nue, Jersey City, N. J 
xX RAY SHOE FITTING MACHINI 
rimex and others, in good condition: ré 
bly priced Write: R. KOHN, 117 East 
Mill Street, Akron, Ohio 
F OR SALF X-RAY, ADRIAN LATES'1 
MODEI Walnut, Best Offer WALKER'S 
HOT 1 Krankford Avenue, Philadelphia 
la Df +.0303 
A PRIAN SHOT X-RAY od conditior 
ery reasonable. MYRON WAGNER CO 
' Butler Street, Pittsburg) Pa 
A PRIAN X-RAY SHOT FITTING MA 
. CHINES, excellent working conditior Will 
sacrifice at $100 each. WRITI I |. Berg 
mant 17 South Main Street, Wilkes-Barre, Pa 





SIDELINE SALESMAN WTD. 


SIDE! 
S) 





INE SALESMEN WANTED to cart 
” lar 


tock Line of Pot Priced Work 

! Indiana, North and uth Dakota, Ne 

braska, O Kansa Attractive commission 

WW rit UNION SHOT MFG. COMPANY 
ehoygan, Wisconsit 

S MART LEATHER BOWS, SHOE ORNA 

= MENTS and FOOT SOX Pocket e sam 

Manufacturer offers highest commission 

Reply to Box $56, Boot and Shoe Recorder 

Chestnut & 56th Streets, Philadelp! Penna 





Fok KENT: RETAIL SHOE LOCATION 
se d section of busy, thriving, 
Ready in June 


CONNECTICUT 


successful 
BOX 401, 
Tel VI 


hopping center 
WESTPORT, 


/ ) 


FOR RENT: STORE ROOM, excellent f 
better large shoe volume, Located in Cen 
tral Pennsylvania 100% \locatior Populatior 
); 100,000 draw. Reply to Box 950, Boot 
hoe Recorder, Chestnut & 56th Street 
p adelphia 39, Penna 
FOR RENT Very Desirable Air-Conditioned 
Office in Marbridge Building Receptionist 
ervice Telephone: Wisconsin 7-6148, Louis 
ht cnwa eT 





LINE WANTED 





| INES WANTED, REPRESENT IN CAN 
4 Al 


\DA. Agent expert solving finishing prol 

‘ Dressings, Repairer Crayor Shoe 
j n Irees, Stains, anything hoe manu 
icturers Retailers trade Reply t Box 944 

Root and Shoe Recorder, Chestnut & ott 


treets, 


Philadelphia 39, Penna 
Appointed Vice-President 
Of Graton and Knight 


WorceESsTER, MAss.—John Henrickson 
has been appointed vice-president in 
charge of sales of the Graton and 
Knight Company of Worcester, one of 
the country’s largest manufacturers 
of industria] leather products, it was 
announced by Walter W. Weismann, 
president. 





JOHN HENRICKSON 


Mr. Henrickson, who joined Graton 
and Knight in 1917, was appointed 
assistant sales manager in 1949 and 
sales manager in 1954. 


Joins Canadian Shoe Bureau 


MONTREAL, CAN.—Wendy Ann Ste- 
venson, formerly with the media and 
production department of McCann- 
Erickson Advertising Agency, Mon- 
treal, has joined the staff of the Shoe 
Information Bureau of Canada, as as- 
sistant to the director. Prior to her 
work with the agency, Miss Stevenson 
was for two years on the store training 
staff of Henry Morgan & Co., Montreal. 


TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women’s and chil- 
dren's shoes. Complete shoe stores con- 


sidered 
TOPPS SHOE STORE 
4112 BERGENLINE AVE. 
UNION CITY, N. J. UNion 3-6413 











ESIRE BUYING A CHILDREN’S SHOE 


STORE in Brooklyn or Queens. All in 


formation confidential. Must be good location 
Reply to Box 962, Boot and Shoe Recorder 
Chestnut & 56th Streets, Philadelphia 39, Penna 





MERCHANTS’ NEEDS 





K IpbY COMIC BOOKS, Approved 
$28.50 Thousand; Ballons $16.50 Thousand 
Samples upon request. JANSON SALES, 


a ’ 
Third Avenue, New York City 57 


titles 


4173 





/ ADVERTISING 
a fn QUOTE 


—here's how to get 
More Business! 





| HE Vincent Edwards Idea Clipping 
Service has over 2000 satisfied users 
Each order filled according to what 


you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 
| You will find that a study of newspaper 
ad clippings is the quickest and least ex 
pensive way to keep in touch with what's 
going on 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course 
See eee eee ee aaa aeaeaaeaaeece 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 


rganization 
342 Madison Ave., New York City 
Please tell me more about your news- 


paper ad clipping service and special short 
term trial offer 
City 

Name 


Company 











Kabel Resigns From B-W 


Wesster, Mass.—Jack D. Kabel, who 
has been a salesman for the B-W Foot- 
wear Company for 25 years has re- 
signed, it was announced by Robert M. 
Siff, sales manager. His plans for the 
immediate future are undecided. 


Wisconsin Guild Sets Show 

MILWAUKEE, WiIs.— The Wisconsin 
Shoe Guild will hold a Fall Shoe Show 
May 26, 27 and 28 at the Plankinton 
Hotel, it is announced. The revived 
organization is composed of a large 
group of salesmen from the Chicago 
area. However, the show is sponsored 
by no particular shoe traveler’s organi- 
zations. Any shoe salesmen who cares 
to is being invited to participate. 
He may do so by writing to the hotel 
for reservations. 


Boot and Shoe Recorder 











WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 













Come over quick! 
My slow moving 
stock is 
making 


ME BETTER 


CALL “UNCLE” 
LOUIS 


For the answer—phone or write 


LOUIS CAMITTA & SON 
@ READE ST., NEW YORK, N. Y. 















WO 2- 
formerly with S$. CAMITTA & SONS 











\(AMAMM;’q’’ 





THE NATION'S FINEST 
GANCELLATION SHOES 


79-81 Reade St. 


ro 






le 


ZiBARIS BUYS for CASH 
Quick decision on your offers of discontinued and 


B A | S$ surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


* New York 7, HY. 
WUC. VMVVZZZEHHEEEEEEEEEEEEEEEEEEEEEEEEEEEEEQM@édlllltl> 


CASH 
TOP prices 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORE 


Write or wire fo ac- 
tion . auaity, yt 
women’s an« d ch ildren’s shoes, 


ine fom FOR OVER 41 YEARS 


MOSINGER-COHN 


1235 Washington St. Lovis 3, Mo 














MMMMHHC€C©@«eldde 


* Tel: WOrth 2-5180 





MHH@E@M 


WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 














B. & R. PAYS THE LIMIT 





B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 


CLOSE OUTS 

WE BUY “COMPLETE SHOE STOCKS Cc 
esata LEASES ASSUMED a 
collect YOUR NAME PROTECTED Ss 


Ben LaMonica 
Ralph Vogel 








MORRIS BAYROFF 


formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 


CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 





Telephone WOrth 2-2515 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 











MY HOBBY 


Buying, Selling Shoes for 37 years 
CASH TOP PRICES 


For Discontinued Stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 





Telephone: WOrth 2-896! Beekman 3-767! 
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(Ulal Laren 


FOR CASH 


¢ Quality Shoes J Complete Stores 
dv CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 
Any Quantity . . . Any Timel 


ceneemsemmtnsinees: ee Tf 


For Quick Action, 
Write, Wire or Phone 















CE 1-4898 


CE 1-3762 


QUALITY SHOES SINCE ‘32 
“WHILE IN TOWN SEE WEIL" 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











e closeouts 
¢ surplus 
e discontinued 


| for 

| 

| 

| 

| - 
lines 


¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


* BE 3-7290 
146 DUANE ST., N.Y. C. 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


157 DUANE ST., NEW YORK, WN. Y. 
| RECTOR 2-4170-4171 
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ORTHOPEDIC FOOTWEAR 








A MODERN CORRECTIVE 
SHOE FOR EVERY 


O rthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 


<— 





TARSO 
PRONATOR” 


For club feet and 
metatorsus varus. 
Pairs or single shoes. 


> 


i 
i 


LA 


TARSO MEDIUS® 
Straight, neutral iast 
shoe. Detailed to 
match Tarso Prona- 
tor. Pairs or single 
shoes. 

<< 


Tarso Shoes are prescribed by doctors 


across America. Write today for ii- 
lustrated brochure and catalog sheet. 





"MARKELL 2's states. 
[ 332 S. Broadway, Yonkers, N. Y 





JOBS 





For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands 
Largest Stocks All Price Ranges 


Sine + oe 
MOSINGER-COHN 


Lovis 3, Me 


Lowest Prices 





233 Woshington§ St 





Style Key to More Men’s 
Shoe Sales, Says Editor 
BostonN—-The men’s shoe industry is 
continuing to fall far short of its sales 
and market potential, according to 
William A. Rossi, field editor of Boor 
AND SHOE RECORDER, in a talk given at 
a national sales meeting of the Geo. E. 
Keith Company, at Brockton, Mass. 
Over the past 35 years, men’s shoe 
output annually has remained around 
100 million pairs. But in the past 
decade there has been a steady decline 
in per capita consumption, now under 
two pairs for all types combined, and 
a mere 1.4 pairs for dress and casual 
shoes. In the and thirties 
men’s per capita shoe consumption aver- 
and in 1923 
pairs. If this 
maintained, the men’s 
today would be produc- 
ing nearly 50 million more pairs, and 
retail sales would be some $500 millions 
higher, Mr. Rossi asserted 
In the 
men’s 


twenties 


two pairs, 


record of 2.7 


aged 
reached a 
level had 
shoe industry 


over 


been 


past 30 he said, wo- 


per 


years, 
consumption 
children’s 
65 per cent, but men’s shoes have de- 
clined 20 cent. In the 
men’s shoes accounted for 34 per cent 
of the shoe industry’s total output. By 
1947 this had dropped to 21 per cent, 
and per cent 

males comprise 36 


capita shoe 


has risen 35 per cent, and 


per twenties, 


is today down to 17 
adult 
per cent of the total population. Men’s 
dress accounted for 
18% per cent of the industry’s total out- 
put in 1947; by 1951 this had dropped 
to 15 per cent; and today it is only 
13.5 per 

The fault, the speaker told the sales 
not lax effort. 
Though men’s shoes account for only 
cent of the industry’s 
output, the men’s shoe manufacturers 
account for 40 per cent of all the na- 
tional magazine advertising done by 
the entire industry. 


even though 


and casual shoes 


cent. 


group, is because of 


about 17 per 


Mr. Rossi said failure to pre-condi- 
tion and pre-sell the youths’ and boys’ 
market with fresh style ideas has “pre- 
market of relative style 

Retail selling of men’s 
shoes often lacks imagination and dra- 
matic values, the speaker said. “Drama- 
tized selling” is one important need in 
the men’s field, according to Mr. Rossi. 
The auto industry, he said, discovered 
this and converted from a replacement 
“fashion” 
greatly boosted turnover and sales. 

He told the that recent de- 
velopments, the Continental 
influence, might well stimulate an up- 
ward trend in men’s shoe sales. The 
trend toward lighter weight, more 
flexible and more “daring” styling, if 
sustained, could comprise the needed 
shot in the arm. 
to create a switch from 
placement business to the 
obsolescence through style motivations. 


groomed a 
monotony.” 


business to a business that 
group 
such as 


The key, he said, is 
current re- | 
theme of | 


OFF... 


to a profitable 
start with 


ODING 


A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GOODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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NOW 


Keep 
White 
Stitches 
CLEAN 


® Eliminate Bleaching 
and Penciling 


® Provide New 
Luster to Welting<—. 


®@ Cut Finishing 
Room Costs 


Are you obtaining the cleanest, 
whitest stitches possible? Ask 
your United man for further 
information about this 

method of stitch protection. 


5) 


- Pod 
*tunsenee® 


United's stitch protecting material preserves the original whiteness cf 
your outsole thread. 


When the ticket calls for white outsole stitches make 

sure they are truly white. Your salesmen and the 

retailers will find your shoes easier to sell. 

The GA Stitch Protector Applying Machine, Model A, 
applies a new protecting material to keep white stitches 
from becoming soiled during finishing, treeing and packing. 
This operation is less expensive than taping and eliminates 
cleaning in the packing room. Also it does a better job. 

The protective material dries as an elastic substance which 
is easily and quickly peeled off when the shoe is finished. 

A precoat material assures easy removal of the protector and 
adds a distinctive luster to the welt surface. It may be 
applied by a device added to the stitch separating 

machine or with the UAE Precoat Applying Machine, 
Model A. If the stitch separating machine is used the 
precoat material tempers the welt and may eliminate the 


need for a separate welt wetting operation. 
[ SERVICE | 


UC 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Style 9621 
CHATEAU Last? 


Brown Meltan and 






Style 9657. te 
SKIPPER Last; 
ie 9 4 
Brown Nylon / as hae aN KY 
Cobana Straw -¢ fhe ee } 
also in Black 





Teak Shantung 






also in 
Black Meltan and 
Grey Shantung 
















Style 9624 
CHATEAU Last 


Brown Meltan and White 
Combinations also in 
Black and White 


Lightweight, Flexible 
with 
NU-MAT Cushion 


Tread Insole 


Style 9171 


i ? ? 
mR 
NEW, SELF-SELLING 


Ask your customer to press his finger firmly on the insole of a new 









Edgerton Pli-Matic shoe... and he visions walking pleasure comparable 


. Made | 
to the delight of a barefoot boy on a smooth, sandy beach! Assure ii 


a Division 


of 
Nunn-Bush 


him the billowy softness LASTS throughout the long life of the 
shoes ... and that the light flexible outsoles coddle foot action for 


restful. zestful comfort. You'll make the sale! 


Edgerton Division + NUNN-BUSH SHOE COMPANY + Milwaukee 1, Wisconsin 
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> a ; freer wee fF i. 
wet 


We thrive on hustle and bustle. Our shippers are fast, efficient 
bundles of energy. Our in stock department is staffed with red-hot 
live wires. And, if we do say so ourselves . . . we're doing some first- 
class supersonic shipping these busy, busy days. Throughout the 
entiré. peak period, we've continued to deliver as we always have, 
always will . . . on time, in time, all the time . . . knowing that 
Stride Rite’s ee ee Se 


eee 


£O% 


wa 











